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Roush Proofs 


Gals who live in towns of 10,000 

d under and on farms are 
eoger for personal loveliness as the 
debs of any city, Country Gentle- 
assures us. But not because 
sales resistance is going up. 


as 


man 


 T.% 


Advertising running in fiction 
magazines had the worst rating of 
any scored by the FTC, its annual 
report shows. Maybe the advertis- 
ers were just trying to keep pace 
with imaginative authors. 


v ’ v 
Hardly had the hot winds of 
Democratic debate lifted from the 


national convention in Chicago when 
the whole country encountered a 
record-breaking heat wave. No won- 
der Wendell Willkie wants a short 
campaign. 
v v v 
Fair trade has reduced retail 
prices, the Druggists’ Research Bu- 
reau reports. But if they go too 
far down, some druggists may start 
calling it unfair trade. 


v ’ v 


A Massachusetts manufacturer 
has started advertising bomb-proof 
shelters, but it is to be hoped that 
the principal market for a_ long 
time to come will be among poli- 
ticians dodging the Hatch act. 

ee 

Washington has jumped _ from 
14th to 11th place in population, the 
Post informs us. Occupants of those 
big new government buildings may 
be bureaucrats, but to advertisers 
they’re Class A customers. 

7 VV 


A grocery publication has devel- 


oped a “net profit lie detector” 
which has excited the retailers. 
This has nothing to do with the 


device perfected by the income tax 
collector. 
. - # 
Subscription agencies have agreed 
not to authorize a false or mislead- 


ing canvass to induce magazine 
subscription sales. Can’t the boys 
even continue to work their way 
through college? 

. <¢ * 


The milk industry is worried, but 
Don Francisco says consumption can 
be increased through advertising. Is 
it possible the only contented cows 
at present are those whose product 


goes into cans? 
v v v 
Vhat ever happened to long 
underwear?” asks This Week. 
Farmers, street car conductors, 


postmen and truck drivers still 
ful 


get 


coverage, according to leading 
Clothes-line scouts 
vw 
Did your dog scratch for fleas 
toc asks Pulvex. Well, maybe, 
especially if he saw how hard a 
ur the boss has been having to 
scratch for orders 
a 2 
it's love you're after’—head- 
ines Listerine 
Might as well stop there—you've 


neciuded practically everybody ex- 
cept Lippy Durocher and his em- 
Satiled Dodgers. 


v ’ ’ 
Movie theaters, railroad trains, 
Stores and restaurants are not 
Ommercial institutions when the 
mercury hits the top of the tube. 
ff they’re air conditioned, they 
Promptly become public benefac- 
tors 
Copy Cus. 
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One of the suggested newspaper ad- 

vertisements to be used in promotion 

of Deep-Freeze, new home storage vault 
for frozen foods. 


Home Storage Unit 
for Frosted Foods 
to Be Promoted 


'Deep-Freeze"’ Aims at 
Market of Million Users 
of Lockers 


North Chicago, Ill., July 25. 
“Deep-Freeze,” America’s first 
frosted food storage unit for homes, 
will be advertised in metropolitan 
newspapers in dealers’ cities start- 
ing in September, and in a series 
of six advertisements in The Satur- 
day Evening Post beginning in Oc- 


tober, the Deep Freeze Division of 
Motor Products Corporation an- 
nounced here today. 

The newspaper schedule will be 


made up on the basis of $6 per unit 
handled by distributors in local 
markets The advertising will be 
placed by the Joseph R. Gerber 
Company, Portland, Ore. 

Initial copy will urge home-mak- 
ers to “Live Better .. . Save $5 to 


$10 a month” by using the $225 
zero-cold unit for storage of meat, 
game, fish, vegetables, berries, 
fruit, ice cream and other foods 


preservable in thei 
frosting. 

Officials of the Deep-Freeze fac- 
tory, headed by Willard L. Morri- 
the consulting engineer who 
developed the product, see in their 
frigid home larder a potential revo- 
lutionizer of the retail food buying 
process, as well as a new major fac- 
tor in the refrigeration industry 


Trade 


fresh form by 


son, 


Expect Locker 


Deep-Freeze will be produced in 
one-barrel and two-barrel capaci- 
ties, and its developers expect it will 
have ready customers among many 


of the 1,000,000 American families 
who now use commercial lockers 
for food storage in central cold 
storage plants. “Terms as low as 
$7 a month” will be advertised in 
all copy 
(Continued on Page 26) 
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Swift Releases 


Test Copy for 


New ‘Silverleaf’ 


Chicago, Pittsburgh 
Picked as Locale of 
Shortening Battle 


By MURRAY E. CRAIN 


Chicago, July 25.—The battle for 
the huge home shortening market, 
in which lard has been on the 
ing end for many 
the development of hydrogenated 
vegetable oils, will assume a new 
aspect next week when Swift & Co. 
will introduce an improved Silver- 
leaf which it believes is equal to 
rivals on any point, and. superior 
in many, while enjoying a marked 
advantage in price. 

The test campaign for Silverleaf 
(“the bland lard”) will open Aug. 
2 in Chicago and Pittsburgh. It will 
differ from the usual conception of 


los- 


years following 


test operations in that it will be 
broad in scope, Lut waged with 
great intensity. Opening with a 


color page in the Chicago Tribune, 


the campaign will embrace large 
space in the Daily News and 
Times, plus 17 community papers. 
While the Pittsburgh effort will 
utilize only the Press and Sun- 


Telegraph some publications in the 
surrounding territory will 
scheduled. The campaign 
for 26 weeks. It seems fair to as- 
sume, however, that if results are 
achieved on anything like the ex- 


also be 


will run 


pected scale, new markets will be 
invaded before the end of this 
period, 

Long Trail Ends 
Opening advertisements in the 
new Silverleaf lard series epito- 


mize ten years of research with the 
statement that it is tasteless, odor- 
less and keeps fresh—so bland that 
it is perfect for The story 
continues: 

“An all-purpose lard—-with more 
cooking advantages than any short- 
ening you've ever had For 

(Continued on 


cakes. 


before 
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VOLUNTARY STANDARDS 


Conforms to 
AMERICAN 
STANDARD 


Seal 
will award to products which pass re- 
quired laboratory tests. 


which the Institute of Standards 


Grade Labels Not 
Accurate, BBB 
Study Indicates 


46°, of Co-op Goods 
Tests Lower Than the 
Grade Marking 


Boston, Mass., July 24.—A lim- 
ited investigation of the labeling of 
canned fruits and vegetables by 
Grade A, B, or C, according to 
U. S. standards to describe vary- 
ing qualities, seems to indicate 
that this still in the 
experimental stage and is not devel- 
oped to a point to provide the con- 
sumer with fair and accurate in- 
formation, according to the latest 
bulletin of the Boston Better Busi- 
ness Bureau, conductors of the sur- 
vey. 

The 


took 


system 1s 


Bureau stated that 
the 
Increasing 


it under- 
of 
of 


“because 
leaders 


investigation 
demands by 
consumer organizations for Grade 
A, B, C labeling to designate dif- 
ferent qualities of products and also 
because of suggestions that the Bet- 


ter Business Bureaus endorse and 
promote this particular system for 
more informative advertising and 
selling.” 


A summary of the investigation 
reveals that in a group of eight dif- 
(Continued on Page 26) 


Last Minute News Flashes 
Hollister to Leave Macy’s on Sept. 15 


New York, July 26.—Paul Hollister has resigned as vice-president 
and publicity director of R. H. Macy & Co., effective Sept. 15. Mi 
Hollister, who joined the big store in 1932 after many years as vice- 
president of Batten, Barton, Durstine & Osborn, will shortly announce 
a new connection He sponsored Macy's copy testing program, said 


to have increased productivity fron 


$5.36 to $7.70 per dollar 


Texas State Network Signs with ASCAP 


New York, July 26 


The first break 


in broadcasting ranks in their 


fight against the American Society of Composers, Authors and Publish 
ers appeared today when Elliott Roosevelt signed with ASCAP in behalf 


of the Texas State Network 
chain is a subscriber to Broadcast 


None 
Music, 


of the ten stations 


Inc 


making up the 


Monaghan Advertising Manager of Ransome 


Harrison, N. J., July 26 


Gerald F. Monaghan has resigned from the 


sales division of Worthington Pump & Machinery Corporation to become 


Ransome 
effective next Monday 


advertising manager of 
ellen, N. J., 


Concrete 


Machinery Company, Dun- 


Name Sherman & Marquette as Klek Agency 


Jersey City, N. J., July 26 
placed advertising of Klek, 


Colgate-Palmolive-Peet Company 
soap product, with Sherman & Marquette, 
Chicago, effective with August insertions 


has 


Comics will be used 


et Up 


oluntary Test of Goods 


Manufacturers, Public, 
Publishers, Laboratories 
to Cooperate 


By IRWIN ROBINSON 


York, July 25.—Hope for a 

solution to the perplexing 
problem of improving business-con- 
sumer relations sprang up anew 
today several hundred of the 
nation’s topflight management ex- 
ecutives pored over details of per- 
haps the most ambitious project of 
its kind yet conceived. 

The plan, inspired by the convic- 
tion that business and the con- 
sumer can solve their mutual 
problems without government in- 
tervention, is formally known as the 
Institute of Standards, Inc., evolved 
after two years of intensive research 
and behind-the-scenes 
in which 
advertisers, 


New 
realistic 


as 


discussions 
representative national 
publishers, testing 
and consumer organi- 
zations participated. 

Chief objective of the Institute 
is the development of standards for 
consumer goods through the coop- 
erative efforts of recognized stand- 
ardizing bodies and manufacturers, 
with final acceptance or rejection 
of the standards thus promulgated 
left in the. hands of a consumer 
board of review. Adherence to the 
standards would be certified by 
leading testing laboratories. Man- 
ufacturers entitled to such certifi- 
cation would be licensed to use the 
official symbol of the Institute of 
Standards. 


How It Will Function 


Originally conceived by A. G 
Mezerik, formerly a consultant to 
national advertisers on display and 


laboratories 


merchandising problems, the insti- 
tute idea was developed with the 
sole support of McCall's. The or- 
ganization was formally incorpo- 


rated as a non-profit enterprise last 
April, with headquarters at 230 
Park avenue, New York. From this 
point on the project will be financed 


and controlled by all interested 
parties mentioned above. 
In a letter signed by Otis L. 


Wiese, editor of McCall’s and pres- 
ident of the Institute, the first 
vitation was extended for the 
ticipation of all industry, with 
Plan of operation summarized 
follows 
1. Types of Membership 

a Manufacturer 
fee $200 a year 
ing agreement 
manutacturet 
his product testing against 
accepted standard He pays the 
costs of the test, plus a 10 per cent 
tax which is assessed by the testing 
laboratory for Institute mainte- 
The laboratory report is the 
confidential property of the manu- 
facturer. If the product meets the 
tandard, the report is forwarded 
by the manufacturer to the Insti- 
tute and the official Institute sym- 
bol is automatically granted 


in- 
par- 
the 


as 


membership 
licens- 
Institute a 
may submit 


Through a 
with the 
member 


for an 


nance 


Other Memberships 

b Laboratory 

is the 10 per cent 
charges which revert 
tute. All member 
ploy the Institute 
testing procedure 
c Consumer 


membership fee 

on testing 
to the Insti- 
laboratories em- 


Standards for 


membership fee 
$50 per organization per year. Con- 
sumer members, through their 
pointed representatives, 
the Consumer Board of 


ap- 


compose 
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which considers and accepts stand- 
ards for the Institute. Consumer 
members are also to disseminate re- 
ports of Institute activities and 
publicize Institute standards 
through their organizations 

d Publisher—membership _ fee 
$200 per year, plus pro-rata as- 
sessment to make up the Institute 
budget. Publisher members elect 
the board of trustees and support 


a standard is accepted it becomes 
public property, available to all. 


Test Is Confidential 


The manufacturer member then 
sends his refrigerator to any of 
the member testing laboratories 
equipped for this type of testing. 
The laboratory report is confiden- 
tial and is the private property of 
the manufacturer who pays for the 


the product 


tures. 


2. Any laboratory possessing the 
procedures 
perform 


facilities, 


tegrity to 


quately. 


3. Any publisher whose editorial 
policies are in accord with the ob- 
jectives of the Institute. 


4. Any consumer 


test 


which 


organization, 
unless it was founded to further an 


GENERAL ELECTRIC STRESSES HOMELY VIRTUES 


An American Primer 


“TQVENTS at home and thioad emphasize the need for a clear concept 
of the doctrines upon which America was founded. 


“Let us examine ourselves as adult Americans. Do we understand the fun- 
damentals of the American system under which we have grown up? Can we 
restate simply and briefly the fundamental! principles which made, and—if 


work for and at what pay. This freedom of ac 


more people to buy. Along this road lies peg 
ress and the only permanent solution of our 
unemployment problem. The fifth ire . 
therefore: 


"5, cusvtdh the system of fre Unterprtee which 


the Institute program through edi- test. If the refrigerator meets the economic interest other we hold firmly to them—will preserve our American way of life? "3 
orig “ooperation. sti ar > PF facturer is au- sumption, or unless “Theife end ecupemy are etill the event vir 
torial cooperation stand rd, the m inufacturer i é u umy{ . wer 0 eitiel 0 ot Geen 3 om. bene nt em thee: oe dag Se ‘ 
Typical procedure in the opera- tomatically entitled, upon applica- program embraces objectives which simple fashion the items I je Remember thet government belongs fo MO bodes the furure and too much of it impas 
5 a people, is inherently inefficient, and thet its . 
. » . 9 ° . . . : Id inch . A ne's credit. Borrowing, therefore, » © 
tion of the Institute's program was |tion to the Institute, to use the are in conflict with a Gbduahane te cade Gtitien Gadd te Cath Gm GARD serareed go cxly in pettnio od tadb omeranace 
outlined as follows: official Institute symbol, subject to charter organizations. these seven: qovwemes clone con gute, lide taken 
f ‘ aC ‘er . ‘ oY . j : 7 > .e i x * * government can borrow more readily than the 
A manufacturer, or any other|the conditions of the licensing Cons Greuns Join ee a ee Wtsnestinetennds Tanai 

. ; onsumer Groups estima 

member, may ask for adoption by |jagreement which he executes with e ur language ic eafaquards the Amaviane enjoy vader hn Peder and Stems = ons gooey, ie i very Gtbeals 0n0 0 do mfr 
4 2 win ‘ a _s —~ z @ he tadividus enies Constitutions, perhaps the most important are other organized groups. rf national debt } 
the Institute of a standard on an the Institute. The symbol is in- Three consumer organizations soeerament to thas ecpreuiy freedom of epeech, freedom of worship accord: sepcsentihe to th Gath Gi Staite Aeanlte 
. “or - ° " ° > > coaaeal . —— - a i Ran plice ranted to it couse ing to one's own conscience, and freedom of de | increases im taxation. Al) the 
electric refrigerator. The Institute tended as impartial proof of con- have already registered their sup- a he * ston ond ection te tuth matters ts Ohare © sot some day be repaid out of future 
; ; ; . 7 i J wark against dd, ill-con- hve, what kind of work to engage in, whom to xes, mediate problem is to riding 
staff assembles all standards avail- formance to a published, recognized port of the Institute’s waist hurried, ill-con whe mags kekecdes ceausann tibiae meats a 


able or under discussion in recog- 
nized standardizing bodies such as 
the American Standards Associa- 
tion. The staff engages in discus- 
sions with member manufacturers. 


standard. The manufacturer may 
use the symbol in all of his adver- 
tising if statements made about the 
technical character of the product 
are consistent with the standard 


the General Federation of Women’s 
Clubs, the American Association of 


University Women 


ican Home Economics Association. 
laboratories 


Testing 


tional change. The firet item is 


therefore 


* Understond, honer and preserve the Consti- 
tution of the United States 
* 
“American government, whether national, 
state or local, comprises three branches, which 
in order to prevent concentration of power, 


tion, coupled with the mghe of the American 
citizen to have and to hold the fruits of his 
labor and to save or disnase of them as he 
wishes, is called the Enterprise System, and it 
provides opportunity and incentive to improve 
one’s position in life, Our fourth item, accord- 
ingly, is 


“(h.. 00 vigitont tor treedom of speoch, freedom 


moment it is impossible. The safeguard we 
must seek is widespread understanding of the 
problent plus realistic and courageous leader 
ship. Briefly stated, our sixth item becomes 


“6. sesped ttt ond concen, end bowers of 
tom 
* 


, " . . . . . “Integrity of contract and respect for th 

When their approval is given to and if he agrees to submit the the Institute program include: Elec- | _ must always be kept separate and distinct. of worship, ond treedem of ection. dad chants eee ove. 
. - , A P ee a oF 2 oc me : They are the Legislative branch, whose duty it * ration. They have been all but destroved 

the standard it is submitted to the product to periodic tests. trical Testing Laboratories, i to enact all laws subject only to the prin- The Enterprise Svatem under which thou. many quarters of the world, and until they are 
Consumer Board of Review for ac- The Institute pointed out that its York; Food Research Laboratories, | shton, the Executive branch, whose dury 1 sands of private businesoes ond millions of men renee whey: 4 ed oy dee ene 
P . P . ‘“ ” ‘ ran as ¥ P a | dminister, but never to e, on and women are constantly searching for new, ese aaah iste. oO prre teped 
ceptance or rejection. This Board, symbol is not a “seal of approval.” New York; Fort Worth Labora~ | 3 "jeRig'Si'st crrae all aceercmens better and mote useful products and services, America. If we do so we e day use 


composed of representatives of con- 
sumer organizations, is provided 


Eligibility for membership in the 
Institute was set down as follows: 


tories, Fort Worth, Tex.; Abbot H. 


Hanks, Inc., San Francisco; Laucks | 


| 


services; and the Judicial branch, whose duty it 
is to interpret the laws made by the legislature, 
to decide whether they conform to the Con 
stitution, and whether acts or omissions of the 


and for wavs to improve and lower the cost 
of existing one, has produced a standard of 
hving in this country higher than any which 
the world has ever known, The Enterprise Sys- 


ndle the fame of mu 


pect for others in 4 c 
tened world. The seventh and last item of our 
Primer is, therefore: 


ee ol 


with facilities for the study and 1. Any manufacturer who is in |Laboratories, Seattle; Patzig Test- com connet function seccesahelly without in 


people or the other departments of govern- 


"Ts Above all, let us be scrupulous in keeping our 


1 : 3 - , ‘ - *<| i= . 7 P ment are in accordance with the law. The sec- Centive to improve, expand and to create new 
consideration of the standard. The sympathy with the objectives of |ing Laboratories, Des Moines; Pitts- | ond item of my Primer is, therefore: cnupsioes. Resatingiy if the prutca of tes. word ond in respecting the rights of others 
Board may call in outside technical |the plan, even though standards |burgh Testing Laboratories, Pitts- | “2, sapere soporte ond dette loghte. —matons are imposed which deprive the  UPBeM®  Palmalplen are te Semptt. 
assistance if it so desires. When) may not be available at the time for burgh; Skinner & Sherman, Inc., | We, ensestive and fudiciel fonctions of gov. — government competes or threatens tocompete through we may say of them in the 
. ernment with private business, the Enterprise System language of our forefathers, ‘These 
* will languish. These things should therefore be truths we hold to be self-evident.’ 

vordec nd the re, the inherent incen- 

“Government is created by and belongs to beer ie s he il ca ca bus vite t 

the people. It has no rights or powers except as pand, to create new enterprises and profitably 


the people grant them. The cost of govern- 
ment must be paid for by the ~~ through 
taxation, and the tendency is for government 


| 

to produce ever better, ever cheaper goods for 
| 

| to grow and become increasingly costly. Be- 


From an address to the Sales Executives Club of New York 
by Philip D. Reed, Chairman Board of Directors, General 
Electric Company. Copies of this address, ‘An American 
Primer,” may be obtained by writing to General Electric 
Company, Schenectady, New ¥ ork 


GENERAL (%) ELECTRIC 


cause government is not like private enterprise, 
in which competition and the profit motive 
provide a tremendous incéntive to careful plan 
ning and efficient operation, government is 
inherently less efficient than private business 
Therefore it should be permitted to do only 
those things which government alone can 
properly do and which are necessary for the 
welfare of the people. Thus the third item of 
my Primer becomes: 


This large-size newspaper advertisement, appearing last week, reprints the 
“American primer of self-government’ voiced before the Sales Executives Club 
of New York recently by Philip D. Reed, chairman of the G-E board. 


Boston; and United States 


Testing ’ 

Company, Hoboken, N. J. Sample Hershey S 

The Institute emphasized the fact - 
that its program “is definitely not SOAP Granules In 
concerned with ratings or rejec- 
tions,” nor does it seek to compare Eastern Areas 
one product with another. Specif- Philadelphia, July 24.—Over 300.- 
ically exempt from tests are Pro- | 000 9-ounce packages of Hershey's 
prietary medicines and cosmetics,| Soap Granules are being sampled 
tobacco and alcohol products—the | phy Reuben H. Donnelly Corporation, 
first two “because of considerations | in the Philadelphia area. The prod- 
of misuse and allergy,” the second | yct normally sells at 20 cents for a 
two “because os their nature. large size 20-ounce package. When 

mr. — expressed the belief | the Philadelphia sampling job is 
that joint action by consumers, completed 210,000 samples will in- 
manufacturers, testing laboratories | + .oquce the re-designed Hershey 
and publishers can “bring order and | package to residents in Wilmington 
direction to the consumer movement Del and in oiee sieciad cities s 
in America.” ‘dls ; is 


“The most important fact about Pennsylvania. 


this movement is that the consumer| 4¢¢°rding to Charles Dieck, ac- 


SALES RESULTS ” POWER is not alone,” he went on. “He lives perv a ae | — 

; ‘ "or ‘ ae F Oo any, lladeiphia 
PROGRAMS e A U D I ENCE gy pee Aa gr uaa, advertising agency, which _rede- 
, ADVERTISING ° Everything! 


] 


among others. The community of | signed the package and is handling 
jinterests represented in these four | the introductory sampling, no paid 


_ . Tl bi ] . ° A ° | ° / elements is evident. If a coalition | oe ander ~ nono Savernes 
TKS or "ICs av = Nows ‘of all four could be achieved, the|!S Under contemplation at this 
1€ iggest l line in merica toc ay Is : ‘consumer movement might grow | "me. 


Enclosed in each 9-ounce sample 
package is a coupon good at the gro- 

“The Institute of Standards, es- | ¢er’s for six bars of Hershey’s toilet 
tablished under the leadership of | Soap. This Hershey product is usu- 
business—and not government—| ally retailed at three bars for 25 
provides a sound basis for the| cents. Thus Hershey is gaining ac- 
stabilization of confidence in adver- | ceptance for two products on one 
tising.” sampling campaign. 


-KABC Adds to Staff 

Uses Posters Abroad H. W. “Hub” Jackson, former!y 
| Chesebrough Mfg. Company, Ltd.,| program manager for WJW, Akron, 
|has undertaken a poster campaign has joined KABC, San Antonio, 1? 
throughout Great Britain for Vasel-|a similar capacity. Waymond Ram- 
ine hair tonic. Four-sheet posters |sey, formerly with KOMA, Ox!ia- 
are being used in both large centers|homa City, and Harvey Hardy. 


KOA’s unsurpassed news coverage together and provincial towns. The London formerly with KBST, Big Springs. 
office of J. Walter Thompson Com- Tex., have been added to the KAB( 


with alert. intelligent presentation of pro- cane io in ae cine aaa 

crams that originate in Denver's Radio City, ri 
has won for KOA undisputed 
first position in Showmanship 
in this region. 


into a stable and constructive force 
in our business lives. 


In addition to all Red Network news features, 
KOA is on the air six times daily, plus flash 
bulletins, with THREE of the world’s greatest 
news sources. United Press. International 
News Service and *Denver Post facilities. No 
other station in the Mountain and Plains West 
can boast of more than ONE of these services. 


* Exclusive Affiliation 
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ADVERTISING AGE 


toilet 
usu- 
oy 25 
ig ace 


one 


ered A Story About 
“THE TRAVELING SALESMAN 
AND THE FARMER’S DAUGHTER” 


You Can Tell Your Wee / 
i 


... t's a swell story about the man who sells 
the merchandise you advertise and the cus- 
tomers who buy this merchandise in the South- with thousands of merchants, lists the adver- 
west. This story of "The Traveling Salesman and tised brands they sell and feature, shows why 
the Farmer's Daughter'’ is the first report of 66°/, of all business in these towns comes from 
the Farm & Ranch study of advertising and farmers and ranchers. 
selling in Southwest market towns under 20,000 Yes, you can tell this story of ''The Travel- 
population. It explains that the Southwest ing Salesman and the Farmer's Daughter" to 
market is a rural market, that its small towns your wife. In fact, we've made it into an inter- 
sell more advertised merchandise than all esting booklet (no charts, maps or graphs) for 

your convenience. Would you like to 


hear a GOOD, NEW story? 


Southwest cities combined. The story 


includes the results of our interviews 


SEND 
FOR THIS. Farm & Ranch 


; Dollas, Texas 
Gree Reohklet Please send ‘The Traveling Salesman and the 


Farmer's Doughter™ to 


“THE TRAVELING (Nome) 
SALESMAN AND (Firm) 
THE FARMER'S (Address) 


“The Traveling Salesman and the Farmer's 
Daughter” is the condensed report of the 
Farm & Ranch field study. if you would also 
like to have the complete report, in portfolio 
form, it is now ready. 


DA U G H T ER” (City) (State) 


ee, If you would like to have the complete report of the 


Farm & Ranch Field Study, please check: (Yes No 
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HO 


THIS 
MAN: 


—the Contractor- 
Builder 


He is the buying power in the 
building industry. Your salesman 
cannot reach him, because — he 
doesn’t buy that way, and there are 
thousands too many of him for the 
largest sales organization to 
tact. Tle may have from 5 to 25 
jobs and on any one of them he’s 
busy from basement to roof direct- 
ing his men, helping them, show- 
ing them how, 


cCon- 


Regardless of any other factor he 


is always present in every new 
building or remodeling job the 


constant point of contact with the 
owner, 


a strong influential factor 
with the architect, while rig- 
idly following plans handed 
to him 


and in many thousands of in- 
stances he’s drawing his own 
plans for his own building 
jobs, writing his own specifi- 
cations, buying his own ma- 


DER 
C act TIC ical. But 


WRITE. 
PRACTICAL BUILDER WILL PROFIT YOU 


J ay Salesmen Will Not Call Unless 


‘4 59 E. Van Buren Street 


ae i - 2 7 ene Se eee 


‘a 


terials and equipment, and 
supervising construction while 
working with his men. 


Contractor- Builder 


He can 


You need the 
more than he needs you. 
buy products other than yours. 
But he’s a practical fellow—and 
he wants to know what you can 
offer him that will help him. 


The only way we know of that he 
can be contacted effectively — is 
through Practical Builder be- 
cause builders are practical. And 
more than 50,000 of our 70,000 
readers can't be reached through 
any other medium—a group hand- 


picked by over 7,000 leading 
dealers, 

This ts another tv pe of 
Practical Builder readei 
Among Practical Builder 
readers there ar 1,049 
Realtors, Stub-division 
builders, et men who 
employ their own are 
fects, foremen, and build 
lhleg CTCICS 


Tell them your product story through their 


own paper. Practical Builder is the only 
exclusive Contractor-Builder paper in the 
industry. Kach 70,000 monthly issue has 


tremendous readership because it is packed 
full of the 
know — the 


new methods 


practical things they want to 


“hows” and “whys” of products 


money-saving short cuts 


forming hundreds of editorial “traffic lanes” 


to assure intensive reading of your. sales 


message. 


LET US POINT OUT HOW 


Requested 


PRACTICAL BUILDER 


CHICAGO 


Publishers also of Buitvinc Supepty News and B S N Dearer Caratoc—24th Year 


To Maintain Prices 

fair trade policy of the « 
is also expounded 
is the policy of the Toa-t- 
master Products Division of \oc- 
Graw Electric Company,” says 
portfolio, “to distribute its m:r- 


'§ k B ' Aid overtones, even when _ the 

nac ar | S as frank as children, is really 
party.” 

Toastmaster Set With this auspicious opening, j: 
no trick at all for Miss Rippe 
She performs this feat without 
ficulty and ends by giving some «n- 
ticing recipes, courtesy of Wom 

New Display Fixture The dealer portfolio brings 

° trade news that 1940 is no exc 

Spurs Enthusiasm of the tion to the string of unfailing s 

Trade | 
on the automatic Toastmaster si) 
1932. The first half exceeded 

Elgin, Ill., July 25.—While care- previous marks by a wide mai 

free hospitality and sheer joy be ee : va 

living will provide the motif for second will set still new peaks 

of the Toastmaster Productions Di- The 

vision, McGraw Electric Company, pany 

the hot weather schedule provides “It 

sales organization, so that dealers 

will be adequately equipped to 

cash in on the big drive. chandise through the wholesale: 

in — ha of a oe whien “To enable the retailer to m 

ous ape bg an @ 4 yr his full margin of profit on Toast- 

pe oe escribes the Gog Gays master Products, we have executed 


comes to eat! And that, if we y 
to slip into the Toastmaster st 
Home Companion. 
increases which have been recorded 
(Picture on Page 27) 
of and the company believes that 
the heavy fall magazine campaign 
for some vigorous strokes by the 
S: 2S > ri “g . ‘a 7 . = - 
Salesmen will call on the trade the legitimate retailer only. 
as “Toastmaster’s ’e -a- year , 
. Toastmaster’s — once yea contracts under the Fair Trade 


melon-cutting.” This title is justi- Laws of the following states, w! ile 
fied by the attractive deals prof- .ontracts are pending in ot! 
fered, with | S ww Toastmaster states: California, Illinois, Mas-.- 
“snack bar” playing the role of chusetts, Michigan, Minnesota, Ne- 
ice-breaker. braska, New Jersey, New York, 
The snack bar is a new display- Opio. Oklahoma, Oregon, Pennsy|!- 
selling fixture which is offered free vania, Rhode Island and Wiscon 
to retailers in connection with one = «pnese contracts are as binding 
of several profit-builder assort- |. those who do not sign as 
ments which enable merchants tO yoce who do. and require “th r 
make substantial extra profits on , 


Toastmaster products be sold at 1 


orders placed during August. De- 


nationally advertised list prices 


signed by W. L. Stensgaard & As- only. We have taken this step 
sociates, the snack bar holds a five- |.) ‘ eee ‘ 

S . make it possible for our good re- 
piece assortment of Toastmaster 


tailers to make their full margir 
profit.” 


products, insuring an_ effective 
traffic-stopping display in minimum 
space. It can be used on a table, 
counter, or any other strategic lo- 


Guarantee Is “Different” 


The Toastmaster guarantee, whic 


cation in the store. appears on much of the company’s 
Ruts to Badore promotion material, is also worthy 
of note because of its appeal to fai 

Unusual features of the snack play. It reads: 
bar are its permanent construction “All household appliances sold 
and handsome finish. Instead of the under the Toastmaster trademark 


usual cardboard, it represents dur- have a year’s guarantee against any 
able cabinetwork, with three-ply defect in workmanship or material 
shelves and solid-wood brackets, Should any such defect occur, just 
carefully fitted and securely as- send the appliance to the factory 


sembled as a one-piece, ready to or 
use fixture. The background is 
genuine knotty pine veneer in early 
American style. Exterior finish is 
in permanent oil colors or lacquer, 
with a decorative front panel sug- 


authorized service station and it 
will be repaired without charge. Of 
course the guarantee can’t apply to 
damage caused by accident, 
lessness or improper operation. You 
wouldn't expect it to. Or if the 


care- 


gesting uses of Toastmaster prod- appliance is used in a restaurant o: 

ucts. No retailer may earn more commercial service. But even the: 

than one snack bar. repairs will be made at reasonable 
If Toastmaster is placing great cost.” 

emphasis on merchandising the ad- Other merchandising aids include 

vertising campaign, it must be ad- booklets, envelope enclosures and 

mitted that it has given dealers some mats 

“new models” which fill the eye. The fall schedule includes Amer- 

New versions of both the Toastmas- ican Magazine, American Home 


ter de luxe hospitality tray, stand- 
ard hospitality tray, and the Toast- 
master Junior toast 'n’ jam set have 
been made available to spur dealer 
enthusiasm in advance of display to 
the ultimate user. Refinements have Companion. The account is handled 
also been made in the key members by Erwin, Wasey & Co., Chicago 
of the line, the and waffle : 
bakers 

The consumer 
with the 
continue 


Better Homes & Gardens, 
Cosmopolitan, Good 
Ladies’ Home Journal, 
McCall's, Redbook, The Saturda 
Evening Post and Woman's H: 


Collier's 
Housekeeping. 
Liberty, Life 


toasters 


will begin 
passing of Li Day and 
unabated until Christmas. 
Thirteen leading magazines will be 
used, with 12 color pages being sup- 
ported by 31 black and white ad- 
vertisements. The appetizing 


appeal 
ibor 


color 


copy is devoted to such basic ap- 2 
peals as “Start the day right” and — ™ re) & f | a ES 
“Any time is hospitality time 
Advice to Brides WwW Oo 

Along the latter trail, copy offers In NE Y RK ; 
either direct or through dealers a ay: 2850, + West 42 end » 
colorful booklet written in jaunty HONE Ongacre ND 
style by Henrietta Ripperger. The C 
title, appropriately enough, is “En- In LEVELA 
tertaining Hints on How to Enter- 5309 Hamilton Avenu eae 
tain.” While Miss Ripperger is de- PHONE HEnderson 
scribed as a homemaker of note, 


In DETROIT 


544 New Center Build 
PHONE TRINITY 


her chief claim to fame _ probably 
lies in her knowledge of the psy- 
chology of her sex. She starts her 
little homily in this vein 


“Every hostess dreams of parties wramt and headquarter aa 
. : , Cleveland, Ohio. Ass ec 

that go with vim and vigor from production plants in straics' 
the time the doorbell rings! Where locations throughout the 
everything's relaxed and easy, and country. 
furtive looks at the clock are un- 
known. Where the most natural SHOPPING NEWS 
laugh in the room belongs to the ~! 


, * ee EWELANS 
hostess herself—with no nervous Newseotsr Division * 


eed 


tien, j 
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ADVERTISING AGE 


: For the first time in history... 
: a magazine with nearly 20,000,000 readers! 


old Never BEFORE in publishing history has tion not only makes many millions willing to pay 
e 7 an audience of such vast size been won by a out more money for LIFE than is paid for any 
erial magazine... other magazine—it prompts them to pass LIFE on 
A i Never before have so many people been exposed to millions more to see and read. 
nd it each week to the pages of any magazine... Thus LIFE, among all magazines, has at- 
- - Why, then, has LIFE captured this enor- tained the largest audience and the most 
care- mous total of nearly 20,000,000* readers every potent market in America. 
. You issue? 
if the *Scientifically established and reported in LIFE's Continuing 
ant o! .. . Because LIFE presents truth and reality toa Study of Magazine Audiences. Latest findings, for instance: 
3. : world hungry for and vitally in need of both. Sein iene ile LOU7; ie ao, PONENT 
... Because LIFE’s new-age journalism does COLLIER’S . . . . 2,931,708 . . . . 15,800,000 ORCE 
niger this in a vivid, penetrating, and stimulating UBERTY. . . . - 2,590,410 . . . . 14,000,000 


LIFE. . « « 6 6s 62,857,738 . « « « 19,900,000 


way . . . because people like LIFE's clarifying, SATEVEPOST . . . 3,298,375 . . . . 13,200,000 


picture-and-word editorial technique. 
Circulation figures from Publishers’ Statements — 
This presentation of urgently wanted informa- 3 Months Ending March, 1940, net paid excluding bulk. 
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Advertising Too 
Good, U. §. Charges 
in Tobacco Suit 


8 Major Companies Are 
Named in Anti-Trust 
Action 


New York, July 25.—Whether or 
not it is unlawful to engage in ad- 
vertising which is so successful that 
it creates almost a universal demand 
for branded products was the puzzle 
over which advertising men pon- 
dered today following the Justice 
Department’s action in filing crim- 
inal charges against eight major to- 
bacco companies and 33 individuals 
under the Sherman anti-trust act. 
The action was filed in the federal 
court at Lexington, Ky., the world’s 
largest burley tobacco market. 

Among those named were Ameri- 
can Tobacco Company, Liggett & 
Myers Tobacco Company, R. J. Rey- 


nolds Tobacco Company, P. Loril- 
lard & Co., and Philip Morris & Co., 
Ltd Individuals included George 
Washington Hill, president, and 
George Washington Hill, Jr., vice- 
president and advertising manager, 
American Tobacco Company: W. W. 
Flowers, chairman, J. W. Flowers, 
president, and W. D. Carmichael, 
vice-president in charge of adver- 
tising, Liggett & Myers; S. Clay 
Williams, chairman, and James A. 
Gray, president, R. J. Reynolds To- 
bacco Company; G. H. Hummel, 
president, and H. A. Kent, vice- 
president in charge of sales and ad- 
vertising for Old Gold, P. Lorillard 
& Co.; O. H. Chalkley, president, 
and A. E. Lyon, vice-president in 
charge of sales, Philip Morris & Co. 

The action was described as the 
outgrowth of a two-year investiga- 
tion directed by Thurman Arnold, 
assistant attorney general. The chief 


vices to eliminate competition. 

Of major interest to advertising 
men, however, was that portion of 
the complaint which said: 


Advertising Too Good 


“By nationwide advertising and 
promotion schemes the ‘Big 
Four’ and Philip Morris & Co. 
created such a perfect acceptance 
and demand for their major brands 
that the offering of such products 
for sale, being a necessary adjunct 
to the conduct of numerous whole- 
retail and service establish- 
ments, such establishments’ are 
forced to handle the products even 
on unreasonable and arbitrary terms 
and at such prices.” 

The five companies mentioned 
were among the nation’s largest ad- 
vertisers last year. Reynolds was 
in third place for 1939 with an ex- 
penditure of about $9,000,000; Lig- 


sales 


sale, 


gett & Myers, fourth, spent just un- 
der $9,000,000; American Tobacco, 
12th, spent $5,000,000; Lorillard, 
35th, spent $1,700,000; and Philip 
Morris, 38th, spent about $1,500,000 
in major media. 

First reaction to come from a to- 
bacco spokesman was in the form 
of a letter to stockholders of Amer- 


counts dwelled on allegations that 
the major companies had built up| 
marketing systems for leaf tobacco 
and tobacco products which “have 
been deliberately designed to domi- 
nate and dictate terms” to growers, 
wholesalers and retailers. The gov- 
ernment alleged that the de- 
fendants employed price-fixing de- 


also 


snnded fo 


GASTON E. MARQUE 


fviation Editor. The Wall Street Journal 


The T. W. A. Trophy was awarded 
to Mr. Marque as “the American 
newspaperman representing a news- 


paper under 100,000 circulation who 


constantly developed the best 


transport writing during 1939 


Trophies were awarded in three 


divisions of newspaper and magazine 


publishing. 


The Wall Street Journal’s air- 


transport news thus honored 


bodies the same principles and adheres to the 


same standards as its news of all business 


News of industries such as automobiles. 
chemicals, construction, food products, indus- 


trial equipment, metals, oil, textiles. utilities, 


wholesale and retail trade 


News of banking, insurance. securities 
News of government and foreign affairs. 


This is why the 14 to 18 pages of each 
day’s Wall Street Journal are read so care- 
fully by management executives 


WALL STREET 3S. JOURNAL 


IMPORTANT TO 


T-W-A Aviallun 


air- 


em- 
business and public life. The more important 
their work, the more they need it. 

Retail Credit Co. found that the average 
Wall Street Journal subseriber has an annual 
$22.32] 


income of 
$326.750. 


and personal wealth of 


advertise in The Wall 
Street Journal, you get SLRE CONTACT with 
important people; you take advantage of the 


Hence when vou 


finest, most economical of available opportuni- 
ties to impress on their minds the selling story 


leaders in of your product or service. 


\ 
~ 


IWPORTANT PEOPLE 


nS S 
ican Tobacco, signed by George 


Washington Hill, who asserted that 
he had anticipated “some such un- 
justified attack as this’ more than a 
year ago. 

“Having nothing to hide and be- 
ing confident that our company was 
doing no wrong, we _ voluntarily 
made available to the Department 
of Justice all records and files, and 
during the entire period of investi- 
gation from February 1939 to the 
present time, the Department has 
not found it necessary to subpoena a 
single document.” 


Will Issue Statement 


Mr. Hill also revealed that the 
company has in preparation a state- 
ment of facts about American To- 
bacco and its service to the public. 

“We make no apology for the 
growth of this company,” he as- 
serted “It is an honest, lawful 
growth. It has been achieved by 
hard work, by good quality prod- 
ucts, by sound merchandising and 
by effective advertising. Tobacco 
men are workers. They fight 
keenly for increased business from 
the buying of tobacco leaf to the 
sale of a package of cigarets. 

“As regards advertising, the to- 
bacco companies need make no 
apology for the expenditures they 
have made to promote the sale of 
their products. The Federal Trade 
Commision has said that advertising 
dollars represent ‘the cost of adver- 
tising and promotive work which 
must be done to establish brands of 
tobacco products on a volume basis 
—the only basis which permits effi- 
cient and economical production and 
distribution.’ 

“Trademarks and good will, the 
company’s most important assets, 
are of value because these trade- 
marks have become recognized by 
the public as marks of merit. So, 
advertising, in a considerable 
measure, is responsible for the great 
increase in the number of cigarets 
smoked in the United States.” 

American Tobacco Company has 
not done the things charged against 
it, Mr. Hill declared, adding ‘‘there 
reasonable, just or factual 
basis for any anti-trust suit.” 

Both Liggett & Myers and R. J. 
Reynolds, the only other of the 
companies involved in the suit to 
comment on the action, denied that 
either the companies or their officers 
were in any way guilty of violation 
of the law, in letter or in spirit. 


too, 


Is no 


To Answer Sept. 9 


The complaint, filed by United 
States District Attorney John T. 
Metcalf as a criminal information 
which those accused must answer 
Sept. 9, asserts that in some years 
the total combined income of the 
Reynolds, Liggett & Myers, and 
American companies “equaled or 
exceeded the entire farm value of 
the tobacco crop of the United 
States.” 

Mr. Metcalf explained that after 
arraignment and entering of pleas 
the case would be assigned for trial 
before a jury without action by a 
grand jury. 

The practices of the defendants, 
the complaint said, “had the effect 
of permitting a few companies to 
attain control of a bottleneck in a 
great industry thru which a major 
farm commodity, on which several 
millions are dependent, must pass.” 

The Department of Justice as- 
serted that its investigation con- 
vinced it that a 1911 civil suit—by 
which the American Tobacco com- 
pany’s business was divided among 
the “big four” and divorced from 
the British firms named in _ the 
charges—‘‘did not suffice to restore 
free competition and that the Sher- 
man act is today being violated in 
numerous respects” by the firms 
and individuals named. 


NBC Blue Adds Two 


Station WCBS, Springfield, IIl., 
affiliated with the Illinois State 
Journal, will become a supplemen- 
tary outlet of the Blue network of 
the National Broadcasting Company 
Aug. 1. Station WAKR, newly 
opened at Akron, will join the basic 
NBC Blue network Oct. 1. The 
addition of these two stations will 
increase the total of NBC affiliates 
to 195, 17 of which have been added 
this year 


——— 


TAKES CROSLEY POST 


‘ 


Robert |. Petrie, new vice-president ar 
general sales manager of the Crosley 
Corporation. 


Expect Act to 
Protect Those 
Drafted by Army 


Washington, July 24.—Provisi: 
of a Civil Relief Act, which wou 
relax contracts for those inducted 
into military service under the pro- 
posed training program, are being 
drafted by the War Department 
It is planned to make the propos: 
act similar to the 1917 act which 
prohibited judgments being take: 
against those who were serving 
the armed forces. 

The measure, briefly, would sus- 
pend collections of accounts due 
from those previously purchasing 
goods or at least relax some of the 
present usual proceedings. 

Officials plan to have the measu 
ready for submission to Congré 
in the near future for possible con- 
sideration in connection with the 
Burke Military Training Bill. 


Medlock Joins Fizdale 

Julia Medlock has resigned as 
public relations director of Kellems 
Products, Inc., New York, and the 
Allerton New York Corporation, to 
head fashion work for Tom Fizdale, 
Inc.. New York. She was formerly 
radio director of the San Francisco 
Chronicle 


Riggs Joins Agency 

J. C. Riggs has resigned as assis- 
tant general sales manager of 
Hecker H-O division, Hecker Prod- 
ucts Corporation, New York, to join 
the Chicago office of Erwin, Wasey 
& Co. as an account executive. 


“PURCHASING 
Advertising 
DOUBLED! 

Why? 


Because it’s the only national 


magazine for Purchasing Exec 
utives, vitally important 1 


today’s industrial selling. be 


cause its new Conover-Mast 
ownership has boosted cireula- 
tion and reader interest! Better 
get aboard! Write Conover Mot 
Corp. 205 E. #2nd St., New ¥ orks 
$33 N. Michigan Ave., Chic«2e: 
Leader Building, Clevelond- 
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July 29, 1940 ADVERTISING AGE 7 
p © Col. Wingfield informs us that he down serenely and the ground crew Station WJHP Feted Elect Carey President 
as severi Si ‘ ns > of awalts us. Alert hands grz . : ’ . 
Spur romotion has several thousand balloons he of 14 await her Alert hands grab as Service Begins William J. Carey Jr., sales man- 
can release whenever he wants to! the two forward ropes and the ship The opening of Station WJHP, ®ser of the silverplate division of 
which entitle the lucky grabbers to Settles to the ground. Ballast—25- Jacksonville. Fla.. was marked by Gorham Mfg. Company, has been 


Goes Up in Air; 
So Does Writer 


Aboard the Goodyear blimp 
Reliance, somewhere over New 


Jersey, July 25.—If residents of 
the quiet New England countryside 
are roused from their beds some 

rning soon by the stentorian 
crowing of a rooster that can 
be heard for miles around, this 

to reassure them that it’s no 
new Martian invasion, but simply 
the first phase of an unconventional 


advertising campaign sponsored by 
Canada Dry Ginger Ale, Inc., in 
behalf of its Spur line of beverages 

Your correspondent is at this mo- 
ment occupied with a preview of 
the novel drive which will extend 
through New England and the mid- 
West, covering 50 cities in 10 states 
between now and Labor Day. If 
everything goes well the 150-foot 
“cigar” from which our little gon- 
dola is suspended will spread the 
gospel of Spur to millions of con- 
Canada Dry will “skycast”’ 

story, flash nighttime 
“neon-a-gram” messages: and em- 
ploy a “cloudspeaker” to shoot 
down dance music and commercial 
plugs into the unsuspecting ears of 
citizens on the ground 


sumers 
it sales 


Directly in front of us at the 
ship's controls is Captain H 
Webster Crum, chief pilot of the 


Goodyear blimp fleet who will be 


in charge of the flight. Seated 
alongside us is “Colonel” Sam G 
Wingfield, of J. M. Mathes, Inc., 


Canada Dry agency, who is groom- 


ing himself as director of aerial 
operations for the duration of the 
tour. Within easy reach of us are 
the turntable and sound equipment 
that will blast hell out of New 
England's ears with the flip of a 
switch We're ready now for the 
test 


The Shooting Starts 


The needle drops on a record and 
the crowing of a rooster, amplified 
several thousand times, starts 
downward from the “cloudspeaker” 
attached to the belly of the gas bag 
It is the made famous on 
Canada Dry’s “Information Please” 
program, only this time the an- 
nouncer yells, “Time to wake up 
with Spur!” Below us traffic stops 
and the Jersey landscape becomes a 
sea of craned necks. Dance record- 


rooster 


ings alternate with commercials as 
the turntable spins on its merry 
way and the crowds continue their 


upward gaze. 

On the side of our helium-filled 
bag, in letters 18 feet high the cus- 
read, “Drink Spur.” And 
from the tail of the blimp we drag a 
trailing banner, 300 feet long, in- 
forming the populace that Spur is 


tomers 


inexpensive and a product of Can- 
Pointing downward 
pointing 


ada Dry. 


the 


at 


customers upward, 


1000 WATTS 
560 KC Full Time 


Represented by 


rnational Radio Sales 


free cartons of Spur at their neigh- 
borhood dealer's And as a final 
blitzkrieg touch, he can pour down 
a few hundred thousand leaflets 
that tell of the glories of the new 
Canada Dry beverage. 

At night the sides of the ship are 
equipped with a_ special, moving 
neon device, invented by Captain 
Crum, which can flash last minute 
news reports, sports results and 
“Drink Spur.” 

We're circling over the giant han- 
gar. Captain Crum has been in 
constant two-way radio communi- 
cation with his base and he an- 
nounces he’s coming in. We float 


loaded into 
Passengers and pilot 


pound sand bags is 
the gondola. 
step down. 

Included in the little party that 
greets us are William S. Brown, 
Canada Dry advertising manager; 
W. A. McAllister, in charge of Spur 
sales; and Carle E. Rollins, account 
executive at J. M. Mathes. They 
pronounce the test a success 

P. S. Boy! Does the ground feel 
good to this correspondent! 


Smart Art Mart Opens 
Smart Art Mart has opened 

advertising art service at 

Broadway, New York 


an 
1133 


special dedicatory exercises and the 
publication of a special 44-page 
issue of the Jacksonville Journal. 
John H. Perry, whose initials are 
used in the call letters, owns both 
the Journal and WJHP, well 
several other Florida papers and 
stations. 

Thirty pages of the special issue 
were devoted to the new station, 
much of it advertising paying trib- 
ute to Mr. Perry and his new enter- 
prise from local merchants 


as as 


Appoints Burn-Smith 

Burn-Smith Company, Inc., Chi- 
cago, has been appointed exclusive 
national representative of the 
Southern Network 


elected president of the Sales Man- 
agers’ Club of Providence Chamber 
of Commerce. Other officers elected 
include: vice-president, Walker 
Mason, Connecticut General Life 
Insurance Company: treasurer, 
Frank Ryan, National Bank of Com- 
merce & Trust Company; secretary, 
Franklin Weller, Providence Cham- 
ber of Commerce 


Renew Co-op Campaign 

The cooperative apartment adver- 
tising campaign, sponsored by the 
Philadelphia Building Owners and 
Managers Association, will be re- 
sumed Aug. 15 with Adrian Bauet 
Advertising Agency handling the 
account. 


She shopped where the crowds were thickest, where the 
values were biggest, where merchants were selling, where 
people were buying! (The buying crowd is thickest in 
the Portland city and retail trading zone—Oregon’s one 
and only major market! You can reach these crowds 


with one newspaper— The Journal! Check these figures! 


Portiand City aud Retail Trading Zone (ABC) . . . 136,584° families 


DAILY JOURNAL circulation 105,725 °° (77% family coverage) 
DAILY OREGONIAN circulation . . . . 80,168** (59% family coverage) 


Did she shop like any sensible man would? She did not! 


... and, The Journal has the largest total daily circulation of any news- 


paper ever published in the state of Oregon. 


140,570 Total Paid 


The JOURNAL 


Folands tifleimoon Tewspoper 


PORTLAND, 


OREGON 


Mi oa! ‘ 


*#RRRA Market A Newspaper Statistics 


or Ane 


Audit Keport,, March $1, 1940 


REY NOLDS-FITZGERALD, Ine., National Representatives: New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle 
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8 ADVERTISING AGE July 29, 1949 
neither network intends to renew criptions which will have to be 


No Renewal of 
ASCAP Contract, 
Nets Announce 


Networks Send Letters 
Warning Advertisers of 
New Problems 


July 25.—Serious, 
from unexpected prob- 
were dumped in the laps of 
radio advertisers and agencies this 
week as National! Broadcasting 
Company and Columbia Broadcast- 
ing System sent out letters an- 
nouncing that they will not renew 
their license agreements with the 
American Society of Composers, 
Authors and Publishers, which ex- 
pire Dec. 31, 1940, and warning 
clients to lay their plans accord- 
ingly. 

Both NBC 
ating with Broadcast 
the new music 


New York, 
though far 
lems, 


and CBS are cooper- 
Music, Inc., 
pool set up under 
the auspices of the National Asso- 
ciation of Broadcasters to break the 
ASCAP monopoly. ASCAP licenses 
expire at the end of this year, and 


because they charge that new terms 
offered are exorbitant. 

NBC has sent out three 
all signed by Niles Trammell, 
dent. Groups addressed were affili- 
ated stations, band leaders heard 
over sustaining remote broadcasts, 
and advertiser and agency clients 
ot the Red and Blue networks 
CBS letters to the three 
groups have been signed by Edward 


letters, 


presi- 


same 


Klauber, executive vice-president, 
Lawrence W. Lowman, vice-presi- 
dent, and Paul W. Kesten, vice- 
president. The Kesten letter to 


network customers has not yet been 
sent out, but is being prepared. 

Because its set-up differs from 
that of NBC and CBS, Mutual 
Broadcasting System has not sent 
out similar letters. Station WOR, 
one of the network’s key stations, 
and other Mutual outlets are mem- 
bers of Broadcast Music, Inc. 


Division of Opinion 


Consensus of large users of radio 
is that the principal inconvenience 
will be felt in the field of transcrip- 
tions, though Mr. Trammell’s warn- 
ing indicated that every advertiser 
on the air will have to exercise 


vigilance to avoid copyright in- 
fringement. One radio director 
mournfully admitted that he has 


already produced a series of trans- 


junked unless the situation changes. 
Leading producers of transcriptions, 
on the other hand, said that the 
tempo of their business has been 
speeded up so greatly that there is 
little difference between it and live 
shows, hence no cause for alarm. 

Agencies and advertisers using 
radio cannot escape the conviction 
that ASCAP will make some con- 
cessions in an effort to win back 
its one best customer. They simply 
cannot visualize ASCAP allowing 
radio to cut from the vast 
music pool without some effort at 
conciliation. Herein lies the dan- 
ger, however. Reliance on such a 
hope may well prove to be vain, 
particularly in view of the present 
mood of the broadcasting industry, 
and lead to some embarrassing 
dilemmas. 


loose 


Importance of Bands 


One veteran agency radio 
tor said that since 
five months in 
themselves, the 
serious. The 


which to. protect 
situation is not too 
amount of trouble 
which any agency is in for will 
depend in large part on the type 
of programs it is planning, this 
authority said. Since most new 
songs are dead in two or three 
months after they get on the radio 
merry-go-round, few fall programs 


| 
YOU CAN'T MISS...IN PROVIDENCE? 


\ 


O fish-story is this market's record for rising to the lures 


of advertisers whose tackle includes Rhode Island's 


dominant media. In Providence the complete angler finds great 


density of population; 
diversification; 


23° 


— cash reserves 157% 


geographical compactness; 


industrial 


stable buying power; and per capita incomes 


— larger than the U. S. averages. 


Cceybody sxads che PRUVIDENUE JOURNAL-BULLETII 


Sr Dow Em ng landé Scooud La argest Warhed- / 


REPRESENTATIVES: Chas. H. Eddy C: 


Inc. « New York « Chicago + Bost« 


ne Atlantae R 


J. Bidwell ¢ 


* San Francisco « Los Angeles 


direc- | 
advertisers have | 


TAKES NEW DUTIES 


Charles 


director of advertising and sales promo- 


J. Coward, newly appointed 
of Nash- 


Detroit. 


of Kelvinator division 
Kelvinator Corporation, 


tion 


are probably very far advanced. 

This expert regards big-name 
bands as the key to the situation. 
They must broadcast to retain their 
popularity and they are the ones 
who popularize new compositions. 
Thus radio can struggle along with- 
out ASCAP much better than the 
latter can dispense with radio. 

Mr. Trammell’s letter character- 
ized ASCAP’s proposed terms as 
“exorbitant,” and said they wouid 
“add materially and unfairly to the 
cost of broadcast advertising and 
broadcasting operation.” NBC, 
therefore, has definitely decided not 
to accept these terms. 

Mr. Trammell pointed out that in 
addition to the catalogs of Broad- 
cast Music, Inc., advertisers on pro- 
grams broadcast over NBC networks 
or NBC managed and operated sta- 
tions may use the catalogs of Asso- 
ciated Music Publishers, G. Ricordi 
& Co., Society of European Stage 
Authors and Composers, A. P. 
Schmidt Company, E. C. Schirmer 
Music Company, Society of Jewish 
Composers, Publishers and Song 
Writers and other concerns and 
individuals. Likewise, music _ is 
available in the public domain 
which can be arranged from the 
original sources. 

“It is obviously important, there- 
fore,” Mr. Trammell continued, ‘for 
all of us to lay our plans now cover- 
ing the operating conditions which 
will exist after the end of this year. 


Must Study Problem 


“In order to avoid possible copy- 
right infringements, we recommend 
that advertising agencies and their 
clients make an immediate study of 
their program music problems. Par- 
ticular care should be taken to check 
signatures and theme music pres- 
ently used on your programs to 
make sure that such music can be 
broadcast by NBC after the end of 
the vear. We feel that much can 
be done immediately to accustom 
yourselves to the new situation. For 
example, you may want to instruct 
your orchestra leaders to commence 
using in the body of your NBC 
programs music which NBC will be 
licensed to broadcast 

Mr. Trammell said that the 
lem involves not only NBC 


prob- 
* network 


shows, but local programs, whethe1 
live or electrically transcribed. He 
suggested that agencies and adver- 
tisers which now have such pro- 
grams, or contemplate creating 
them, check carefully all of the 
musical material incorporated in 
them. 

“Many advertisers who already 


have on hand electrical 
tions or who make 
first of the year may contemplate 
their use on NBC M&O §s stations 
after Jan. 1.° he continued. “Ob- 
viously such records should be care- 
fully checked to be sure that all 
musical content will be licensed fo1 
broadcast.” 
He closed with the statement that 
is impossible to cover in a letter 
all of the questions which will arise 
under the new order, hence adver- 
tisers and agencies should study th 
situation carefully 

The National 


transcrip- 
them before the 


Association of 


Broadcasters recently charged that 


“ASCAP has 


refused to negot 
with the industry; behind closeq 
doors, it has drawn the terms of 


surrender, and John Paine ur; 
you to come singly to his office 
capitulate.” 


Charges of Broadcasters 


The association said _ that 
broadcaster who signs an ASCAPp 
contract does not know what, 


anything, he will get for his mom 
ASCAP may restrict its entire c; 
log without any recourse on the ; 
of the broadcaster; the propo 
license “freezes” the broadcast 
present status, since it relates o; 
to non-visual broadcasting; that 
escape clauses have been eliminated: 
that for the first time the ASCAPp 
tax is levied on talent costs 
line and other charges as well 
time costs; and that the ASCAP con- 
tract is so worded that spec 
charges may be exacted at the w! 
of the copyright owners. 


i 


Can't Publicize 
Results of U. S. 
Test, FTC Holds 


Washington, D. C., July 25 
Tests made for manufacturers 
the National Bureau of Standa: 
are confidential, and may not be 
disclosed in sales promotion or any 
other way, the Federal Trade Com- 
mission asserts in a cease and de- 
order made public today d.- 
rected against the Hy-Test Cement 
Company, Philadelphia. 

Commission findings are that the 
respondent, for the purpose of pro- 
moting the purchase of its product 
published from time to time the re- 
sults of cement tests made by the 
National Bureau of Standards, : 
identified all masonry 
used in such tests. 

In so doing, the Commission 
maintains, the company, which was 
one of the participants in the t 
“violated the established under- 
standing between the Bureau and 
participants in the tests that 
tests were of a confidential nature 
were for the purpose of improving 
the mortars tested, and the 
were not to be used for 
motion.” 


Must Not Disclose Identity 


sist 


cements 


such 


results 
sales pro- 


The Commission's order prohibits 


the respondent from divulging o1 
assisting the purchasing public in 
determining the identity of the 


manufacturer or the brand name of 
any cement which was tested by 
the Bureau of Standards of the 
United States Department of Com- 
merce, the results of which tests 
were published with cements tested 
listed under code or 


symbol num- 
bers by the Bureau of Standard 
The order also prohibits use by 


the company for sales promotional 
purposes of any report by a United 


States agency, where use of ich 
report is violative of any regula- 
tion issued by the agency, or where 


such use implies 
has approved or 
use of 


that the agency 
recommended the 
respondent's products 
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RECORDING & STATISTICAL CORP. 
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ADVERTISING AGE 


DIFFERENT 


ractically nothing to lose. 
Much to be gained. So try eating 
Wheaties tor breakfast tour 


publishers, and would consider the 
advisability of printing one-quarter 
and one-half cent stamps in addi- 
tion to one-cent stamps. However, 
no regulations have as yet been 
promulgated. We have been defi- 
nitely advised that Canadian cus- 
toms stamps cannot be used to pay 
the War Exchange Tax.” 


Some Price Cuts 
in Chicago Mail 
Order's Catalog 


Chicago, July 24 Chicago Mail 
Order Company's 536-page fall cat- 


eral types of radios, including port- 


ables. The new catalog lists 13,739 
items compared with 13,508 last 
year 

The catalog’s brilliant red cover 
takes a patriotic turn with a red, 


white and blue motif. Color process 
printing is used on 148 pages, many 


Ellis Adds Eight 


Ellis Advertising Company, Buf- 
falo, has been named to direct ad- 
vertising of the following eight Buf- 


falo firms Household Outfitting 
Company, furniture; John Henrich 
Company, appliances; Bergman 


Philco Company, radios; W. Berg 


, ‘ alog, 3,000,000 copies of which are Of them devoted to women’s wear, Man Company, Columbia Records 
. mornings ina row! Then sec it anne now being mailed out. indicates not To personalize the catalog pictures he ge PE cma Phe wne Doser 
, a > that s > prices | » been re- Of employes are strewn through it 7 ‘ , =e. we , 
anv other breaktast dish really Prem Gary Made Sales only that some prices have been re oo “agp goer ae ’ : s rough i City Box Company, jewelry dis- 
: isfies vou! Whe duced but that price ranges have With a view to acquainting the cus- plays: and Memorials Art Company, 
satis es you. 1aties are Manager of Balsa been extended to higher levels. tomer with the persons handling monuments 
America s tavorite whole wheat Prem Gary has been admitted to This reflects the company's con- orders 
; . . ~ the International Balsa Corporation, > “res ve 9 . . 
flakes...with milk and fruit aw tite sa Orporation, |tinued interest in developing the Waters Appointed 
? Jersey City, N. J., and appointed credit side of its business A ints Frank N. Davi ’ : ' 
jsales manager. He succeeds Samuel Besides offering selections in fur- ppoints fr - Vavis Norman D. Waters & Associates, 
|E. Gold, who continues as secretary a rt =" a zine ~ Frank N. Davis, formerly vice- New York, has been appointed to 
jand advertising manager and sales ESTES, =e ee  Sves, CX. Ux president and sales manager of handle advertising of Stardust slips 
and advertising manager of its af- CO™Panys growing interest in the National Provisioner, has been by Industrial Undergarment Cor- 
filiate, the Lignum-Vitae Products hard lines is indicated by the in- appointed director of sales for poration, New York. Five national 
| Corporation. clusion, for the first time, of sev- Packaging Parade, Chicago magazines are to be used 


Different from the mine-run newspaper 

breakfast food copy is this three-column 

Wheaties insertion in a Tampa paper 
last week. 


New Canada Tax 
Hits Publishers 


~ | in United States 


inv 
rigs New York, July 23.—Many pub- 
— lishers will be forced to raise their 
wet Canadian subscription prices as the 
ent result of a ruling that the Canadian 
War Exchange Tax of 10 per cent ‘ 
tne will apply to all United States peri- i 
—_— odicals. The situation is further 
» complicated by the fact that no an- 
awe nouncement has been made as to 
the how this tax is to be prepaid by 
and American publishers, the National 
ent Publishers Association announced 
this week. 
sion George C. Lucas, executive secre- 
was tary of the association, also pointed 
test, uut that the tax applies to direct 
der- mail advertising, among other types i oe 
and f printed matter. 
such 
ture. Prices Are Increased ay 
phen “Many of our publishers have 
sults been absorbing the penalty of the 
pro- Canadian exchange in the payment 
of subscriptions and newsstand 
copies,” Mr. Lucas explained. “The 
idditional Canadian War Exchange 
ribits Tax, which will undoubtedly have 
B to be prepaid by United States pub- 
ic mM lishers, has brought about a de- 
the cision on the part of many leading 
ne ol publishers to increase their retail 
d by single copy sale price immediately, 
; the is well as their subscription prices, 
Com- the increases varying from 20 to 50 
tests per cent. While a 20 to 50 per cent 
ested increase will exceed the cost of ex- 
num- hange and the new tax, it is ques- 
rd tonable whether the exchange will 
se by be more or less in the near future. 


“Three 
sioner 


weeks ago the Commis- 
of Customs advised us that 
ie would immediately take up the 
matter of new regulations on pre- 
payment of the tax by United States 


FOR PRINTING PLATES OF STERLING QUALITY J 


le 


ENGRAVING COMPANY 


PHOTO-ENGRAVING in color process 


@ Like the rat-a-tat-tat of the pneumatic hammer, WOW drives home 
impact after impact 


covering more radio homes. in more counties. 


with more money to spend, than any other radio station in the Omaha 


RADIO STATION 


WOW 


OMAHA. NEBRASKA 


black I wh Ben D l market. Two hundred and fiftv-nine counties in six rich middlewest 

Nae i ite. . . line. : . : 

a. rs pe ij es ee farm states tune to WOW for N. B.C. Red programs. No other 
+ CGTENG on Four Gayton station in this market provides the complete. intensive coverage 


‘tomatic 4-color proofing presses. 
»». DAY and NIGHT SERVICE... 
301 E. 45th Street, New York, N. Y. 
Phones: MUrray Hill 4-0715 to 0726 


afforded advertisers by WOW, Right now, while building fall schedules. 
fact: IF YOU WANT THE OMAHA MARKET. 


remember this one 


YOU WANT WOW. 


John Gillin. Jr. Manager 
Red Network 


. John Blair Co. Repre-entative- . On the N. B.C. 
Operated by Woodmen of the World Life 
and Map- 


Owned and 


the 


Societs Write for Comprehensive Surves- 


5.000 Watts Day and Night on 590 KC 
covers the Omaha Market 
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Sharper Printing 
Claimed with New 
Aniline Inker 


New York, July 24. A new 
method of printing with “aniline” 
presses, called the Anilox method, 
which is said to permit economies in 
operation and at the same time, 
make it possible to produce cleaner, 
sharper results, has been announced 
by the International Printing Ink 
Division of Interchemical Corpora- 
tion. It is already being used at 
several commercial plants. 

The distinctive mechanical feature 
of the Anilox method is a specially 


prepared, deep-etched inking cyl- 
inder. The thousands of minute 
recesses (mechanically milled) on 


the surface of the cylinder regulate 
and limit the amount of ink that is 
taken up from the fountain with 
each revolution of the cylinder. 
Each little recess carries the same 
volume of ink at all press speeds 
and ink viscosities. The excess is 
wiped off by a rubber or metal 
doctor blade, such as those used in 
intaglio printing. Since this ink- 
ing cylinder is metal, it can be 


ground to precision tolerances. 

The inking cylinder transfers the 
ink to the plate cylinder, which re- 
ceives a measured amount of ink at 
all times and at all speeds. A stand- 
ard impression cylinder of metal or 
hard rubber is also used, the web 
passing between this cylinder and 
the plate roll. 


One Roll Eliminated 


Thus, one of the two rollers which 
are required on conventional ani- 
line presses is rendered unnecessary. 
This is the inking roller which re- 
volves in the ink fountain and 
transfers the ink to the distribution 
roller. In Anilox printing, the 
etched metal cylinder plus doctor 
blade takes the place of these two 
rubber rollers used in the conven- 
tional method. 

Many of the disadvantages of the 
ordinary aniline printing methods 
are eliminated by the Anilox pro- 
cess, it is claimed. The new method 
is said to permit sheet-fed printing 
when desirable, and to eliminate 
the need for oversize or crowned 
rollers such as are necessary with 
pigment inks on wide presses of 
the conventional type. 

The new, opaque, and more bril- 
liant pigmented spirit inks may be 
run to best advantage with the 
Anilox setup, according to IPI. The 
inks may have a heavier body. 


ABC Announces New 
Memberships 


New advertiser members in the 
Audit Bureau of Circulations are 
International Paper Sales Company, 
New York; S. D. Warren Company, 
Boston; and New England Mutual 
Life Insurance Company, Boston. 

New magazine and newspaper 
memberships are: magazine, Real 
Life Story, Greenwich, Conn.; daily 
newspapers, News and Post, Fred- 
erick, Md.; Moncton Transcript, 
Moncton, N. B., Canada; Tribune 
Herald, Hilo, Hawaii; Globe, Iron- 
wood, Mich., and Brandon Daily 
Sun, Brandon, Man., Canada; weekly 
newspapers, Civil Service 
New York; Listowel Banner, Lis- 
towel, Ont.; Canadian Statesman, 
Bowmanville, Ont.; Northern News, 
Kirkland Lake, Ont.; Simcoe Re- 
former, Simcoe, Ont. 


Lucerna Adds Two 

Lucerna Company, Inc., New 
York agency, has been appointed to 
handle the advertising of the Li- 
quidometer Corporation, Long Island 
City, N. Y., liquid gauges, and Fer- 
guson Brothers Mfg. Company, Ho- 
boken, N. J., furniture. 


Advance H. A. Bullis 

Harry A. Bullis, formerly vice- 
president, has been named execu- 
tive vice-president of General Mills, 
Inc., Minneapolis. 
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WICHITA WINGS......t0 SALES! 


So great is Kansas’ fame as a producer of wheat that national advertisers too 


often overlook her other 


In Wichita 


wealth. 


industrial hub of the Jayhawk State 


three great factories are working extra shifts to meet the world demand for air- 


planes. 


With the encouragement of the War Department, which favors an inland 


aircraft industry, Wichita’s importance to Aviation grows each year. 


Not only Airplanes, but also Flour, Oil Field Equipment. Building Materials. Ap- 
pliances and Foodstuffs are produced in thriving Wichita. 


In the KFH Airea are 


1.384 plants. turning out 338 million dollars’ worth of goods annually, 


And this is the market which only THAT SELLING STATION FOR KANSAS can 


the sales impact of KFH Radio. 


Your 


Edward Petry & Co. office can clear time 


That Selling Station for KANSAS 


tap. There are 292.421 radio homes in KFH-land, and they respond readily to 
PAM mamta 
é for you. 
MANHATTAN@ Alvpe . 
TOPEKAe os 
SALINA @ 


HUTCHINSON® NEWTON 


@ EMPORIA 


SWICHITA 


—— 


@ PRATT @ CHANUTE 
INDEPENDENCE » 
ARKANSAS CITY. COFFEYVILLE. ®PARSONS 
oe ee oe oe oe oe ee ee © ee © ee © ee ee oe ee 
PONCA CITY o 
= BARTLESVILLE L 
7 ENIDe “3g 
i TULSA, \ 
. 
|; OKLAHOMA } 
, 
Glenn D Gillett Fietd Strength Survey—1939 


Map shows coverage to the .1IMV M line. 


CBS + 5000 DAY + C.P. 5000 NIGHT—Ready Soon + CALL ANY EDWARD PETRY OFFICE 


__ KFA 


WICHITA 


THE ONLY FULL TIME CBS OUTLET FOR KANSAS 


Leader, | 


THE NEW YORK TIMES 
—— 
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SEND FOR THEM? 
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ADVERTISING CONTAINS STRANGE MESSAGES 


MERCY SHIPS FOR CHILDREN 


it 


WEDNESDAY, JULY it ise 
— 


We quote trom the editeris! page of 
The Mew York Times 


rerwheiming 
only wo wed for the children 


To tet ond. we appeal tc Ameri. 
eum men and women everywhere io 


Act new. so we will net heer the 
bitter ory, “Tee Little and Tee Late ~ 


AMERICAN WOMEN’S COMMITTEE FOR THE RELEASE OF SHIPS FOR EUROPEAN CHILDREN 


ORGANIZING GROUP 


ate A Stier Men Whey Dt t 
meenny (natok Poser - neta 
2 Stas aeons —_—- aoe 
= thew (last Me Ure Dewees Mra Wallace KR terrae Mire Hoban Porver 0 7 que Bun a 
Newry Monee atte Me Pertemmand Phere}: Helen He Mare oe FE Rommmar ters “o“~ doe 
Metionsl Headquarters Murray Hill Hote! 


Telephone — LEx 


More and more instances of advertising 


4ist Street & Park Avenue — New Yorn City 


inaton 2.2290 


turned to the sale of ideas, rather than 


products, are turning up. This full page in the New York Times wants American 
ships sent to Europe to bring English children here. 


Spring-Air Plans 
Retirement of 
Old Mattresses 


Holland, Mich., July 24.—Spring- 
Air Company is contemplating a big 
mattress turnover during and after 
its fall promotion campaign and it 
doesn’t mean merely flipping it over 


with a twist from fore to aft. A 
two-phase drive which, first, will 
stress “4 Vital Values” and then, 


second, emphasize “Mattress Check- 
Up Time” is contemplated to make 
consumers question the service- 
ability of the mattresses purchased 
awhile back in view of improve- 
ments made in recent years. 

The opening gun of this cam- 
paign will be fired Aug. 18 when 
copy will appear in newspapers 
throughout the country pointing 
out that the Spring-Air is the only 
mattress giving “All Four Vital 
Values.” The 10-week newspaper 
drive will appear in such publica- 
tions as the Chicago Tribune, Cin- 
cinnati Enquirer, Detroit News, 
Grand Rapids Press, New York 
Times and some 60 others. 

The second of the series of news- 
paper advertisements in phase one 
will appear Aug. 25, the third Sept. 
1, the fourth Sept. 8 and the fifth 
Sept. 15. By the weekend of Sept. 
20 Spring-Air confidently believes it 
will have pretty well established its 
product as the one with the four 
vital values. 


Will Change Theme 


two now comes 
picture with copy emphasizing 
“Mattress Check-Up Time.” One 
thousand-line space will be taken in 
leading newspapers of Sept. 22 plus 
a four-color spread in Life of Sept. 
23 which hits the newsstands Sept. 


Phase into the 


newspapers of Sept. 29, Oct. 6, 
13 and Oct. 20. 

Dealers who wish to bring the 
campaign closer to their own mar- 


(oct 


ket areas will be able to run the 
copy in local newspapers over their 
own signatures, or use radio time 
with scripts furnished by Spring- 
Air. A special window display has 
been prepared for the weekend of 


Sept. 20 to tie in with the spread in 
Life, and the newspaper campaign 
A special manual for salesmen has 
been devised to assist in achieving 
maximum marketing efficiency in 
the drive. 


NAEA Awards Tributes 
to 96 Newspapers 


Ninety-six daily newspaper mem 
bers of the Newspaper Advertising 
Executives Association who partici- 
pated in the newspaper exhibit at 
the June convention in Chicag 
have been awarded formal “tributes 
carrying the association’s seal an¢ 
signed by association officers. 

A 100-page digest containing pho- 
tographic reproductions of the 10! 
best ideas selected from the exhib! 
is also being issued by the associa- 
tion. Convention proceedings als' 
have been issued in digest form fo 
association members. 


Spease to NARD 


Edward Spease, head of the col- 
lege of pharmacy of Western Re- 
serve University, Cleveland, for 24 
years, has been made a full-time 
staff member of the National Ass0- 
ciation of Retail Druggists, Chicagt 
in charge of the new profession: 
pharmacy department. 


Western Air Names Cate 


Theodore W. Cate, former) 
the Mayers Company, Los Angeles 
advertising agency, has been 4ap- 
pointed advertising and promotio! 


¥ ; manager of Western Air Express 

20. Follow-up copy will be run in| Los Angeles 
ce 
——«« 


NEW PROSPECTS 


For additional lines of business or tra 
consult our 1940 Mailing List catalog. 


many ways. from making plans, writi 


thing required for an effective. quick 
100,000 pieces of mail. 
No job too sm 


TRADE CIRCULAR 


Dept. AA, 27 South \ 


found in NEW MAILING LISTS 


imate counts. to choose from. Will gladly assist in making selection. ive 
total counts for a group of states. and tell you how we ean serve sou i 


ers. to doing your multigraphing. addressing and mailing—in 


What do vou wish to have done? 


may be 


de outlets for YOU R goods or services 
Over 6000 classifications. with appre’ 


ng copy. printing letterheads and fold 
fact. ery 
job of sales promotion. Daily c nn 


all_or too large. 


ADVERTISING CO. 


larket Street 


Chica 11 
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GETS RERUN 


—-— 


PRICELESS 
HERITAGE 


NATIONAL PHYSICIANS 
COMMITTEE 


The recent magazine copy placed by 
the National Physician Committee to 
argue the case against state or social- 
ized medicine was reprinted recently in 
the Atlanta Constitution over the signa- 
ture of the “public relations bureau" of 
the Medical Association of Georgia. It 
appeared in Philadelphia newspapers. 


Business Papers 
to Back Policies 


Aired by Willkie 


Simmons-Boardman 
Ends Neutrality Tradi- 
tion of Business Press 


Chicago, July 23. A 
break with the traditional neutral 
political attitude of the business 
press has been made by Simmons- 
Boardman Publishing Company, 
ublisher of Railway Age and num- 
erous other railroad papers, as well 

American Builder and Building 

{ge, which has announced that “the 
Simmons-Boardman publications, as 
papers, will during this 
litical campaign advocate the eco- 
nomic policies for which we _ be- 
ieve Mr. Willkie stands, and oppose 
the economic policies for which we 
‘now Mr. Roosevelt stands and 
have prevented recovery in 
this country for seven years.” 
Announcement of the stand being 
taken by the publications was made 
na letter to other business paper 
editors, signed by Samuel O. Dunn, 
hairman of the board of Simmons- 
Boardman. “I would appreciate 
equally frank statements from you 
nd other business paper editors in- 
licating what your policy during 
the political campaign is going to 
be,” Mr. Dunn’s letter said 


complete 


pusiness 


vhich 


Defines “Real Issues” 


“I have devoted most of my ac- 
uve life to studying and writing on 


conomic subjects, just as other 
nen have devoted themselves to 
tudving and writing upon engi- 


eering, legal or medical matters,” 
Mr. Dunn’s letter said. “There can 

nd is, in my opinion, no dis- 
greement among Americans 
egarding the imperative necessity 

ming this country adequately 
)defend itself against any possible 


sane 


r combination of foes. I have 

ubt that this policy will be 

llowed whichever party is suc- 
next fall 


being the case, I believe the 

ues of this political campaign 

€ (1) which candidate, if elected, 

e likely to do an efficient job 

Viding for national defense, 

Nad (2) which is more likely to fol- 

Olicies tending to revive busi- 

nd thereby make the country 

etter able economically to stand 

ain and expense of military 
eparation.” 


Encloses Editorial 


osed with Mr. Dunn’s lette: 

editorial from the July 13 
f Railway Age, in which the 
er points out that within the 
t decade a remarkable change in 
gan of the American people 
‘Progress” to “Security” 
and that the 


7 


has 


place, tremend- 


ous emphasis on security has tended 
to hamper progress, without at the 
same time actually securing secur- 
ity. 

“The paramount issue with which 
the American people are confronted 
in the 1940 national political cam- 


paign,” says this editorial, “is 
whether they will support policies 
which, by aiming at security, are 


preventing both progress and secur- 
ity, or policies intended and calcu- 
lated to revive progress and there- 
by make _ possible’ both larger 
incomes and more security.” 


Shifts Headquarters 
Pathescope Company of America, 
producer of industrial motion pic- 
tures and slide films, has shifted its 
New York office to 580 5th avenue 


Black Plate Is 
Eliminated in 
New Color System 


Indianapolis, July 24.—A 
which produces four-color 
printing with the use of only three 
plates has been perfected here and 
proved practicable in a test run on 
the presses of the Indianapolis Star. 
The developers of the process are 
Noble Bretzman, photographer, and 
Robert F. Borkenstein, chief labora- 
tory technician of the Indiana State 
Police. 

Mr. Bretzman said that since 
black tends to dull the brilliance of 
has spent two years in 
seeking a color process in which the 


new 
process 


color, he 


black plate could be eliminated. He 
has achieved that end by reproduc- 
ing black through a combination of 
the three basic colors. 

The new process, said to be adapt- 
able to type of letterpress or 
offset color printing, possesses these 


any 


salient advantages, according to the 
inventors 

1. Elimination of the black print- 
ing plate 

2. Control of color density on 
every part of the picture or copy to 
be reproduced. This is accomplished 
mechanically with a high degree of 
precision and economy, since several 
steps usually necessary in engraving 
have been made superfluous 

3. Reduction of the time required 
to produce color plates. 

4. Higher fidelity of register. 


Special ink formulas for the trial 
run by the Indianapolis Star, which 
Was reported successful in every 
detail, were developed in the De- 
troit laboratory of the Howard Flint 
Ink Company. The two inventors 
are forming a company to handle 


the new process 


Titchener to Picard 
E. H. Titchener & Co., Bingham- 


ton, N. Y., maker of knitted wire 
and special wire formings, has 


placed its advertising account with 
Picard Advertising, Inc., New York 
Business papers and direct mail will 
be used. 


To Cecil & Presbrey 
Swan-Finch Oil Corporation, New 

York, has appointed Cecil & Pres- 

brey, New York, as its agency 
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The Case for National Brands 


There seems to be no difference 
of opinion among expert observers 
that private brands are making 
heavy inroads in a number of fields, 
especially in the food and grocery 
trade. The effort of the wholesale 
distributor and chain organization 
to get long-margin items, plus a 
similar feeling on the part of the 
independent merchant, is resulting 
in nationally advertised products 
not receiving the push in the retail 
store which they must 
capitalize the interest among con- 
sumers created by advertising effort. 

It seems to us that national ad- 
vertisers have done a less effective 
selling job on the trade than on the 
consumer. Good 


have to 


advertising of 
worthy products has built demand 
and acceptance, but it is entirely 
possible for the retailer to divert 
this demand in the direction of 
private brands if he sees fit to do 
so. The national advertiser thus is 
not only not getting the business his 
effort entitles him to, but is carry- 
ing the load for that part of the 
industry which does not advertise. 
Economically, advertising presells 
the consumer and therefore absorbs 


a part of the sales expenses which | 


otherwise would be carried by the 
wholesale and. retail 
Hence the latter can afford to 
handle fast moving, nationally ad- 
vertised merchandise at a substan- 
tially smaller gross margin of profit 


distributor. | 


than the unadvertised product 
which requires extra sales effort to 
win consumer acceptance. 

In addition, the actual experience 
of retailers has shown that if they 
take the element of turn-over into 
account, they can make more money 
selling advertised goods than non- 
descript merchandise for which 
there is no established demand, and 
for which accordingly the rate of 
turnover is slow. Trade _ publica- 
tions in the grocery field, like 
Successful Grocer, whose “net profit 
lie detector” was described in the 
July 22 issue of ADVERTISING AGr, 
are helping to make retailers turn- 
over instead of 
gross margin-conscious. 


conscious merely 

Cigarets are sold by wholesalers 
and retailers on extremely narrow 
margins, and yet because of the 
great rapidity of turnover, every 
factor in the trade realizes that a 
profit is made on cigaret 
volume. Similar cases can be de- 
veloped to prove the point that the 
accepted “cost of doing business” 
of wholesalers and retailers should 


being 


|not be made the measure of margin 


which they should have in handling 
rapidly moving, nationally 
tised goods. 

The case for advertised brands is 
sound, but the advertisers have 
neglected to prove their case with 
the trade as they have successfully 
done with the consumer. 


adver- 


For American Styles 


The Chicago 
nounced a 
fashion 


Tribune has an- 
nation-wide 
design to 


contest of 
encourage and 
develop American fashions for 
American women. Prizes aggre- 
gating $7,500 have been offered for 
the best designs for fabrics and 
garments, and a fashion show fea- 
turing the prize-winning entries 
will be held to publicize the efforts 
of American designers in the fashion 
field. 

This contest 
on what will 


turns the spotlight 
probably be one of 
the outstanding results of the war, 
as far as American business is con- 
cerned. 


Paris has been losing its 


leadership in fashion design for 
some time, as New York, Hollywood 
and other fashion centers have taken 
the lead, and with Paris in the 
hands of Germany, the 
ability of Parisian 
be still further 

American 


creative 
couturiers may 
reduced 

taken 
field 
There is no 


designers have 


the lead in practically every 


of art and industry 


reason why women’s fashions should 


not be created successfully in this 


country, which instead of looking 
abroad for fashion _ inspiration, 
should be able instead to attract 


the admiration—and 
many 


business—of 
other countries 


our automobiles, our 


which buy 
aeroplanes, 
our moving pictures and numerous 
other products which reflect the 
American genius for originating 
new and attractive designs, as well 
as efficient mechanical products 

The American moving picture in- 
dustry has been a leader in fashion 
design for many years, and its in- 
fluence on the tastes of women, as 
well as the rest of the population, 
has not been limited to dress, but 
has extended to home design and 
decoration as well. The American 
way of life is to be defended in the 
future, and it is not unimportant 
to the satisfaction of living in this 
country to have a fashion industry 
which can produce designs equal in 
attractiveness and style value with 
any the world has been able to cre- 
ate elsewhere 


RAPIDLY CHANGING ECONOMIC GROUP 


Chicago Times. 


"Well, if we're not going to buy, we may as well look at something more 
expensive!" 


Ad-libbing 


Patriotism Comes to Life 

If the war has done nothing else, 
it has at least served to arouse in 
Americans the too-often quiescent 
emotion of patriotism along with the 
consciousness that these 48 states, 
Democrat or Republican, are not so 
bad after all. Much of this emo- 
tional re-awakening is reflected in 
current advertising copy from a 
variety of sources. 

This advertisement of the Inter- 
national Harvester Company is one 
of several examples which have 
come to the attention of this desk 


a —TI 


STRONG 
at the Taproots 


INTERNATIONAL HARVESTER | 


ie . — — ad 


recently. Harvester’s copy is thor- 
oughly institutional in nature and 
its theme is America’s food security. 
Pointing out that America alone of 
the great powers is able to feed all 
her people adequately and unfail- 
ingly, copy emphasizes that this 
condition could not exist if it were 
not for progressive farmers and 
modern farm machinery. We think 
there ought to be more of this sort 
of advertising, war or no war 

Of a variant, but still war-in- 
spired theme is the full page copy 
prepared by the Wichita Beacon 
and headed “STOP HITLER'S 
BOMBS.” This page. which the 
Beacon is offering free to all other 
newspapers and magazines, urges 
that the week of July 28-Aug. 3 be 
set aside as a week of prayer It 


takes sides with neither power; it 
urges only that the war be halted, 
emphasizes that an appeal to the 
Commander of All Armies be given 
because “treaties and conferences 
and appeals of every kind have 
failed to stay the spread of this 
war.” 

It reminds readers that: ‘History 
teaches us that in times past when 
the outlook of mankind was dark 
and dismal, when the light of civil- 
ization sputtered and was almost 
extinguished, that when all other 
methods proved of no avail against 
the forces of darkness and destruc- 
tion, then an appeal to the Lord God 
of Hosts has brought succor. A 
prayer to God has prevailed where 
a swift sword and a strong right 
arm have failed.” 

Patriotism emerges again in a 
recent (but limited) publication of 
Westinghouse Electric & Mfg. Com- 
pany. This is a tribute in verse to 
the “American way of life’ as pre- 
sented in the Westinghouse radio 
program, “Musical Americana.” 
Verses extol the freedom of the 
press and of the air; American po- 
lice, American youth and American 
industry. Included was a “behind 
the scenes” story of how Westing- 
house’s program is put on the air. 

Last but not least in patriotic ad- 
vertising copy appearing recently 
was a simple newspaper box adver- 
tisement used by Pfeiffer’s Marine 
Grill of Buffalo. It read: “God 
Bless America! And also Pfeiffer’s 
for their deliciously famous salad 
bowl, 35 cents.” 


Looking at Legs 

Americans, say the foreigners, are 
never satisfied. Proof of this allega- 
tion seems apparent in the newest 
invention of a Madison, Wis., gentle- 
man, who apparently isn’t satisfied 
with the sight of a well-shaped fem- 
inine leg in nice sheer hose. This 
gentleman, whose name is A. Russell 
Sanders, has come forth with Deko- 
Leg, a disc molded of plastic sub- 
stance which adheres to the skin 
without adhesive. It is designed to 
be worn on one or both legs midway 
between the knee and ankle and be- 
tween the hose and the skin. Fifteen 
designs are available, it is reported, 
including a bluebird, butterfly o1 
rose pattern. What, no anchors? 


,and their relation to the number of 


_ 


Information 
for 
Advertisers 


The following documents ma, be 
secured without charge from com. 
panies sponsoring them, or th: 
ADVERTISING AGE, by any naticna) 
advertiser, or advertising agency 
executive writing on his business 
letterhead. 


No. 1683. WLS Coverage Map 

Radio Station WLS, Chicago, jas 
issued this coverage map showi: 
county count of mail received jn 
1939. The map, printed in colors, 
makes it easy to spot WLS listeners 


radio homes in the station’s m» or 
coverage area. 


No. 1684. What is Alexander Tiira- 
ter Screen Advertising? 

In this new booklet, Alexander 
Film Company gives something of 
its history and outlines its theater 
screen services, production and <is- 
tribution methods and costs. A 
summary of questions and answers 
provides some clean-cut informa- 
tion about this medium. 


No. 1685. A Market Fact Book 

The Telegram-Gazette, Worcester, 
Mass., has issued this complete and 
interesting market study of Worces- 
ter, its population, industry and 
commerce, income and other fact 
One section of the book is devoted 
to facilities, services and coverige 
of The Telegram-Gazette. 


No. 1636. Continuing Data File on 
San Francisco and The Call- 
Bulletin. 


The Call-Bulletin, San Francisco, 
has issued this distinctive 
which consists of a file holding 
several booklets and is room) 
enough to hold later material which 
will keep the file up to date. The 
file now includes a study of Scotch 
whisky sales, a folder called ‘Facts 
About Liquor in San Francisco and 
Other California Markets.” 


piece 


No. 1625. The Enjoyment of Copy. 

American Colortype Company has 
reprinted, in this booklet, a series 
of 26 of its advertisements, provid- 
ing an entertainingly told story of 
its facilities and services. 


No. 1676. The Great Pacific Coast 
Market. 
This folder, issued by the Salt 


Lake Tribune-Telegram, 
the Sunday Salt Lake Tribune's 
coverage of its market area and 
shows by means of figures and maps 
how the Tribune’s circulation com- 
pletes the Pacific Coast picture. 


discusses 


No. 1677. WTAG Data. 

Radio Station WTAG, Worcester, 
Mass., has issued this file folder of 
material about its coverage, services 
and audience acceptance. Market 
data on population, income and ex- 
penditures are included. 


No. 1678. Reagan Owen's Letter 
This brochure, issued by Farm & 
Ranch, introduces a merchant of 
Athens, Tex., tells about his ideas 
on reaching the farmers and ranch- 
ers of the Southwest and lets Y 
give the reasons. In addition to th 
story of a survey of leading 
town merchants, showing lines ‘ 
merchandise carried and the per- 


centage of business coming [rom 
farmers and ranchers, the book tells 
about the publication’s circu!l:tion. 
editorial program and dealer met 


chandising help. 


No. 1655. Cosmopolitan’s Reacing- 
Meter. 
Cosmopolitan offers the u of 
this Reading-Meter a _ chat 


compare  cover-to-cover ling 
time of Cosmopolitan and t ere 
age general magazines with ! 
weeklies and women’s m: ne 
Time is findable for each 

tion on two dials, one for 1eTs 
of 300 words a minute, 
other for those whose rat 
words a minute. 
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A NCYMAN N F : the same period a year ago. Na- per cent increase from the 851,145 
ENGLISH AGE C aie aaa RU NS DEFENSE COPY Roto Linage Up tional linage, however, increased lines for June 1939 compared with 
° "4 246,391 lines or 6 per cent from the the 858,436 lines for June 1940. 

2.8% for Six 4,094,432 lines of a year ago to Monotone accounted for 712,790 

Month Period gaa lines for six months this lines in June and color for 145,646. 


DESERVE 


ince the Prime Minister brought us the 
S tidings from France and told us of 
Britain's decision, something has happened 
as inspiring as Dunkirk. 

Despite the fall of an ally, despite the 
increase in the number of our foes and the 
closing ring of attack, throughout the country 
like a tide has come a surge of new confidence. 

Why? Is peace nearer? Is danger less? 
Are our chances better ? 

No. In each case, the position is worse. 
But the victory to be gained has changed. 
It is no longer the same victory which would 
have followed an early defeat of the enemy. 


Unable to get quick approval of this 


VICTORY! 


It has been transformed into something 
greater than we ever dreamed of. 


Our senses knew this and were thrilled 
before our minds even reckoned the odds. 
Now we see both clearly. The odds are heavy, 
bat the Victory is a new destiny for Britain 
and free men. 


Any victory worth winning must be deserved. 
And, as our victory has increased in scale, so 
must our exertions. We shall win, not through 
the evil of our enemies, but through the merit 
of ourselves. 


Deserve victory! Let that be our touchstone 
for every thought, word and deed. 


__ Published by Gaamam @ Gute Lp. Shell Mex House, Strand 


copy from the proper minister, English 


agencyman Gillies ran this full-page copy over the agency's name in the June 


issue of the 
British Agency 
Runs Own Copy on 
National Defense 


London, July 24.—Tired of wait- 
ing for the departmental heads of 
the Ministry of Information to reach 
i decision on the merit of a piece 
f national defense copy he had 
written, Donald Gillies, managing 
director of Graham and Gillies, Ltd., 
well known London advertising 
igency, took the initiative himself 


ind published his copy in full-page | 


space in the London Times June 29 
ithis own expense. 

An indication of the routine which 
lefense advertisements go through 
in the Ministry of Information was 
given to ADVERTISING AGE in his re- 
port on this particular piece of copy: 

“Having prepared the advertise- 
ment,” he said, “I endeavored on 
Wednesday of last week to obtain 
in interview with the director of 
the General Division of the Min- 
stry. I was unable to see him but 
vas interviewed by a junior mem- 
ber of the division. 

“On Friday the advertisement 
ad been seen by the committee, I 
vas told, but no guarantee could 
be given that it would be used. 

“It was obvious to me that if the 
dvertisement was left to the Min- 


The best facilities 


in BALTIMORE 
for LOCAL LIVE 
TALENT SHOWS 


ON THE NBC RED NETWORK 


London Times. 


istry the moment for its greatest 
usefulness might pass and I decided 
therefore to go ahead myself. Pub- 
lication has already brought in de- 
mands for reprints which we are 
now supplying.” 

The advertisement contains a 
striking sketch of Prime Minister 
Churchill, with a 175-word message 
urging that inhabitants of the tight 
little isle deserve victory by exert- 
ing every effort to gain it. 


Bans Chain Selling 


The Wisconsin trade practice divi- 
sion has ruled as a violation of the 
trading stamp law a plan used by 
some commercial photographers 
whereby when Bride A _ purchases 
|$20 worth of pictures she is given 
a certificate to be filled out and 
| handed to prospective Bride B. The 
certificate is numbered and bears 
information to the effect that when 
prospective Bride B makes a $20 
| purchase at the studio, Bride A gets 
la set of dishes for her sales efforts. 


|Bride B gets a similar certificate 
and in this manner the chain is 


/continued. 


Moffett Advanced 


John W. Moffett has been named 
assistant business manager of the 
|Register and Tribune Company of 
|Des Moines. He was a member of 
the sales staff of the company’s na- 
tional advertising department from 
1934 until 1939 when he was trans- 
\ferred to the business department. 


Appoints Wagenseil 

Miami Valley 
Producers Association, 
Dairy Maid butter, has appointed 
Hugo Wagenseil and Associates, 
Dayton, to handle its advertising. A 
test campaign in southwestern Ohio 
newspapers is planned. 


Pick Meeting Site 


The annual meeting of the Life 
Advertisers Association will be held 
at the Hotel Washington, Washing- 
ton, D. C., Oct. 14-16. “Dollars and 
Sense Advertising for Life Insur- 
ance Companies” has been selected 
as the theme of the meeting 


Ullman in NAAN 


The Roland G. E. Ullman Organ- 
ization, Philadelphia, has been 
elected a member of the National 
Advertising Agency Network 


McCandless to Mathes 

Charles McCandless, formerly 
with Lord & Thomas, has joined 
the research department M. 
Mathes, Inc 


Cooperative Milk 
maker of 


of J 


4 > 


New York, July 23.—Rotogravure 
advertising linage for the first six 
months of 1940 totaled 6,331,716 
lines, 2.8 per cent more than for the 
first six months of 1939, according 
to Kimberly-Clark Corporation, 
Continuing the comparison further, 
local linage for the first six months 
of 1940 totaled 1,990,893, or 3.7 per 
cent less than the 2,066,747 lines for 


Monotone accounted for 4,930,398 
lines for the first six months of 1940 
and color for 1,401,318 lines. 

Linage reports for June show a 
reversal of the six-month trend in 
local and national linage with a 10.7 
per cent increase in local space for 
June compared with a year ago and 
a 5.3 per cent decrease in national 
space. The grand total shows a 0.9 


Promotes E. W. Pitt 


E. W. Pitt has been promoted 
from advertising manager to sales 
manager of the display division of 
Sherman Paper Products Corpora- 


tion, Newton Upper Falls, Mass 
Paul Thompson, formerly research 
director of the F. W. Prelle Com- 


pany, Hartford, has been made ad- 
vertising manager. 
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LOS ANGELES 


OMPLETE 


YOUR PACIFIC COAST 
| MARKET PICTURE 
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_ 


No “Group Buy” for this market area— 
American Weekly or This Week — is com- 


- 


CIRCULATION 
HERE 


this 
The Sunday Salt Lake Tribune in the 


Consider exceptional coverage of 
important Salt Lake Market 


part of the Pacifie Coast area. 


which is 


Home Delivered 
Family Coverage 


98% 
96% 
65% 
55% 


in Salt 
Lake City 


in Salt neglect. 
Lake County 


in Utah Tribune to 


in the 
Entire Market 


(The Sunday Salt 


National Representatives: 
Reynolds-Fitzgerald, Inc. 


plete without The Sunday Salt Lake Tribune 


The Salt Lake Market of three quarters of a 
million people 


where the circulation of 


any “group buy” is negligible—comprises 
all of Utah, southern and eastern Idaho, 


western Wyoming, and eastern Nevada. 


In this BUSINESS HOT SPOT, the U. 5S. 
Army is now spending millions of dollars 
to create one of the nation’s major defense 
centers, retail sales for 1939 totaled $236,- 
044,000 and effective buying income soared 
to $394.513,000, 


Such a market as this is too important to 
Thats why more and more ad- 


vertisers are adding The Sunday Salt Lake 


their “A” schedules. It’s the 


only publication substantially serving the 
important Salt Lake Market, part of the 


Pacific Coast area. 


Lake Tribune} 


Color Representatives: 
Member, Associated Weekly 
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Advances Rosenman 


Alex Rosenman, time salesman 
for WCAU for 15 years, has been 
appointed commercial manager. He 


has been succeeded by Robert Lat- 
ham. J. Van Haute has been pro- 
moted from the traffic department 
to assistant to the commercial man- 
agel 


Now Lake-Spiro-Shurman 

The Memphis advertising agency 
formerly known as_ Lake-Spiro- 
Cohn, Inc., has changed its name to 
Lake-Spiro-Shurman, Inc. Milton M. 
Shurman, secretary-treasurer of the 
agency, has been a member of the 
firm for 10 years. 


Sayers to Y&R 

Jack Sayers, assistant publicity 
director at CBS-KNX, Hollywood, 
has resigned to become publicity di- 
rector of Young and _ Rubicam’s 
Hollywood office. He succeeds Bill 
Stuart, who will remain at the New 
York office. 


Publishes Ad Lectures 


Consolidated Reporting Company, 
1133 Broadway, New York, is offer- 
ing a transcript of all lectures given 
at the 1939-40 Survey of Advertis- 
ing course conducted by the Adver- 
tising Women of New York, Inc. 
The volume is entitled ““Advertising 

First Aid to Business” and _ is 
priced at $2.50. 


‘Table-Saver’ Is 
Spearhead of 
Pyrex Campaign 


Corning, N. Y., July 25.—A new 
Pyrex “Table-Saver” will be given 
the place of honor in the fall cam- 
paign of Corning Glass Works, 
marking the company’s silver jubi- 
lee. Color will be used lavishly in 
magazines, newspapers and farm 
papers to build up demand for the 
new premium, which may be ob- 
tained only by buying at least one 
piece in the Corning line. 

The new “Table-Saver” was de- 
signed by Lurelle Guild, New York 
stylist. Adapted to use as an ash 
tray, snack server or coaster, the 
new hot dish glass tile will be per- 
sonalized with the initial of the 
recipient. Tests in key cities indi- 
cated that four out of five women 
are eager to secure a “Table Saver,” 
which will be available for 35 cents 
and a label from a Pyrex dish. 

The campaign will break in the 
Sept. 6 issue of Life and during the 
following 40 days be continued in 
American Home, The American 
Weekly, Better Homes & Gardens, 
Fawcett Women’s Group, Good 
Housekeeping, Household Magazine, 
Ladies’ Home Journal, McCall's, 


Evening Post, This 
Week, and Woman’s Home Com- 
panion. The farm field will be 
cultivated through Country Gentle- 
man and Farm Journal and Farm- 
er’s Wife. The First Three Markets 
Group, embracing the Chicago Tri- 
bune, New York News and Phila- 
delphia Inquirer, will complete the 


The Saturday 


schedule, representing 45,000,000 
color impressions. 
To round out the campaign, 


Corning will provide itinerant win- 
dow displays and a new two-year 
display service for department 
stores. In addition, complete kits 
of window and counter display 
material will be placed in the hands 
of progressive dealers, with a free 
pie plate rack. Batten, Barton, Dur- 
stine & Osborn handles the account. 


Paint Companies Merge 
The American Asphalt Paint 
Company, Chicago, and its  sub- 
sidiary, the Marietta Paint and 
Color Company, Marietta, O., have 
been consolidated to form the 
American-Marietta Company. 


Babcox Names Stewart 

William R. Stewart of Chicago 
has been appointed Midwestern rep- 
resentative of Tire Review and 
Brake Service by Babcox Publica- 
tions, Akron, O. 


Che Outstanding Lead o 
THE HOUSTON CHRONICLE 


as shown by Media Records for the first six months of 1940 


Six Day Linage 


CHRONICLE 
3 061,293 LINES 


CHRONICLE 
803,426 LINES 


CHRONICLE 
277,903 LINES 


CHRONICLE 
39,964 LINES 


CHRONICLE 
1,144,414 LINES 


CHRONICLE 
5,354,125 LINES 


R. W. McCARTHY 
National Advertising Manager 


Retail 
\, Advertising 


CHRONICLE 
988,512 LINES 


—= 
General 
Advertising 


CHRONICLE 
377,804 LINES 


Automotive \ 
Advertising / 


CHRONICLE 
48,704 LINES 


Financial 


spain) 


CHRONICLE 
1,540,873 LINES 


( Clossitied \ 
Advertising / 


CHRONICLE 
6,983,829 LINES 


‘  Tetal 
Advertising / 
l ?e tx j f 


E HOUSTON CHRONICLE 


THE BRANHAM COMPANY 


National Representatives 


Seven Day Linage 


CHRONICLE 
3,998,339 LINES 
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-+» without Leaving Home 
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engineering department, Danie] 
Guggenheim School of Aeronautics, 
New York University, are advisory 
editors. 

The course is designed to fit the 
needs of would-be pilots and also as 
preliminary training for airplane 
mechanics and _ factory workers 


Aviation Pushes 

. . 7 

Wn Big ampaign Copy declares that “more than 60 
top ranking experts” cooperated in 


Advertising Budget Al preparing the course, and that over 


1,500 photographs, charts and dia- 
ready Hits $100,000, grams will be included in the course 


with More in Sight ia 


New York, July 23.—An ambiti- Elect Pim President 
ous attempt to sell a home study Harold E. Pim, manager, Interna- 
course in aviation through large- | tional Business Machines Corpora- 
scale advertising has been launched tion, | has been elected president of 
by a new group called the National ane sales enmngere cme Of the See. 

. : ‘ : “| ton Chamber of Commerce for 1940- 
Aeronautics Council, which has 41, Leonard J. Raymond, president 
already started a $100,000 campaign | Dickie-Raymond, Inc., was chosen 
in magazines with the budget ex- | Vice-president with James H. Walsh, 
pected to rise still further. manager of the bureau of commer- 

ae Counali’s eeeren Gfiers Gsm cial and industrial affairs of the 

Chamber of Commerce, as secretary 

plete “ground school” training in and H. J. Nichols of the Chamber! 
preparation for written examina- | as treasurer. 
tions of the Civil Aeronautics Board Karl M. Sayles, president, Deer- 
for pilot’s license. The course is foot Farms Company, retiring presi- 

; dent, was elected to the executive 
offered in 54 weekly instalments, at committee. 
a cost of 25 cents a week. Subscrib- — 
ers are billed monthly and have the 
privilege of cancelling at any time. Cooper Names Beeson 

At present, the campaign is slated , Cooper Corporation, Findlay, 0 
to embrace 22 national magazines |%@S @ppointed Sterling Beeson, To- 
and aviation journals. Weeklies on ledo, to direct advertising of its line 

- : of automobile and truck tires and 
the list include The American | types. Newspapers, business papers 
Weekly, Collier's, Newsweek, The | direct mail and outdoor posters wil 
Saturday Evening Post, This Week| be used. 
and Time. Semi-monthlies and 
monthlies make up the rest of the 
long list. The agency is Walter E. 
Thwing. 

Full pages are being used ex- 
clusively. Each insertion bears a 
coupon which is to be returned to 
the New York headquarters of the 
Council, along with 25 cents. In 
return, subscribers receive the first 
issue of Aeronautics, a volume 
which will total 3,000 pages by the 
end of the course. Each week, lec- 
tures and instructions edited cur- 
rently to keep abreast of new de- 
velopments will be added until the 
book is complete and the course 
ended. 


Military Men Write Course 


A group of former officers of the 
U. S. Army and Navy plus leaders 
in the civil aviation field are behind 
the venture. General James E. 
Fechet, retired, formerly chief of 
the Army Air Corps, heads the edi- 
torial board which is compiling 
Aeronautics. Captain Holden C. 
Richardson, retired, former naval 
flier who piloted the NC-3 on its 
trans-Atlantic flight in 1919; and Dr. 
Alexander Klemin, chairman of the 
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NAME EMPHASIZED 


WATCH WEVE r 
30TH BEEN ya 
LOOKING 


| SAW A WATCH 
WITH SO MANY 
EXTRA USES / 
‘\ 


ONE LOOK—AND YOU'LL SEE A SPECIAL USE 


FOR THE eFugersod swttP-sECOND 
aN 


INGERSOLL SWEEP SECOND POCKET WATCH 
spss 


INGERSOLL SWEEP SECOND WRIST WATCH 
‘ eave 9995 


vow camaus- buy eF72ZORSOLE 
You! 


R $ NEVER BOUGHT A BETTER WATCK 


Name Gets Big 
Play in Copy 
for Ingersoll 


New York, July 24.—Emphasis on 
the famous Ingersoll name will fea- 
ture fall advertising of Ingersoll 
watches by Ingersoll - Waterbury 
Company, it was revealed here this 
week following announcement of 
promotion plans at four regional 
sales meetings. 

The campaign will stress the slo- 
gans, “Don’t Gamble—Buy Inger- 
soll!” and “Your $ Never Bought a 
Better Watch.” First insertions will 
appear in early October, with The 
American Weekly and roto sections 
of 44 major city newspapers on the 
schedule. 

Each insertion will include an 
illustration done in cartoon style, 
with one or two of the new models 
featured in copy below. Copy will 
all attention to Ingersoll value 
“that’s tested by the electric eye.” 
New Sweep Second pocket and 
wrist watches will be promoted in 
a special series. 

Charles W. Hoyt Company is the 
agency. 


N. W. Ayer Moves 
London Office 


The London office of N. W. Ayer & 
Son, Inc., of Great Britain has been 
moved from Bush House to Gros- 
venor House for the duration of the 
war, the government having taken 
over all of Bush House. 

“Contrary to the general view, 
buying has continued here at a 
much higher level than one would 
have forecast prior to the beginning 
of major hostilities,’ cabled Justin 
Weddell, managing director of the 
London office. ‘‘Many companies, ex- 
cept those whose facilities have been 
given over entirely for the purposes 
of war, are maintaining consistent 
advertising schedules. The con- 
fidence of the people in their gov- 
ernment and in the future is quite 
evidently reflected in business at 
the present time.” 


Livestock Magazine 
Names Byrum Agency 


The American Cattle Producer, 
Denver, has named Byrum Adver- 
g Agency, Denver, to handle its 
motion campaign. The campaign 


Will stress the point that the West- 
ern livestock producers offer a dis- 
Unct market not touched by farm 
Papers. 

Mountain States Chemical Com- 
par Denver, also has appointed 
the Byrum agency to handle its 


arm insecticide advertising. Cur- 
rent schedules call for space in re- 
fional farm papers. 


Lyons Joins Celanese 

Vincent Lyons, for 12 years a 
nancial writer for Scripps-Howard 
Wspapers, has joined the public 
ms department of Celanese 
-Orporation of America, New York 
He is been with the New York 
World-Telegram continuously ex- 
“pt for 1934 and 1935 when he was 
‘Nancial editor of the Indianapolis 


itn 


Wesley Adds Mrs. Ross 

Wesley Associates, New York, has 
appointed Mrs. Florence Ross as 
director of promotion, a newly- 
created post. For the past four 
years, Mrs. Ross has been sales pro- 
motion manager of Field-Schlick, 
St. Louis department store. She 
was previously in charge of fashion 
advertising for the Los Angeles 
Times. 


Peach growers of South Carolina, 
North Carolina and Georgia repre- 
sented by the Georgia-Carolinas 
Peach Marketing Board are using 
food pages in 15 metropolitan news- 
papers in important terminal mar- 


kets. Brooke, Smith, French & 
Dorrance, Inc., New York, is the 
agency. 


Captain Herne 
Will Newscast 
for Skelly Oil 


Kansas City, Mo., July 25.—Re- 
garding news as the supreme radio 
attraction in view of the boiling in- 
ternational situation, Skelly Oil 


Company will sponsor Capt E. D. 
Herne in an early morning broad- 
cast over 12 stations of the NBC 


Red network starting next Monday 
morning. Capt. Herne will be on 
the air daily from 7 to 7:15 a. m. 
for 20 weeks. The stations to be 
used parallel Skelly’s distribution 
Westward and Southwest to Colo- 
rado and New Mexico 


The company regards Capt. Herne 


as particularly fitted to represent it 
on the air in view of his identifica- 
tion with the motor car and air- 
plane field A native Englishman, 
the redoubtable captain served in 
the Royal Air Force during the first 
world war. After it he came to this 
country and did considerable 
writing for Chrysler Corporation 
In some quarters he is credited with 
the invention of this infant art. 
The Skelly account is handled by 
Henri, Hurst & McDonald, Chicago 


sky- 


Shaw Joins Ganz 

Harvey Shaw, formerly’ with 
John P. Kane Company, New York, 
and Cecil & Presbrey, New York, 
has joined the commercial film con- 


cern of William J. Ganz Company, 
New York. 


Waverly Fabrics Plans 
New Fall Campaign 


Waverly Fabrics, division of F 
Schumacher & Co., New York, is 
planning a fall advertising campaign 
featuring Waverly bonded sister 
prints. A spot radio drive in behalf 
of dealers will be used in 40 cities 
during the week of Sept. 23 


Magazines scheduled to carry 
space in fall issues are House 
Beautiful, House Garden and 
Woman's Home Companion. 
Adds to Liquor Line 

Somerset Importers, Ltd., New 
York, has been appointed U. S. dis- 


tributor of Ron Riondo rum, prod- 
uct of Barcelo Marques L. H 
Hartman Company, New York, will 
handle advertising 


AIMED AT PEOPLE AND POCKETBOOKS 


KLZ’s new directive antenna concentrates its power 
output in a northerly and southerly direction. This is 
done to eliminate interference to stations on the West 
Coast and in the East. But in directionalizing its signal 
strength, KLZ has likewise turned its full force on 
the buying power of the Rocky Mountain region ...on 
Cheyenne, Boulder, Greeley, Fort Collins to the north 
... on Canon City, Cripple Creek, Colorado Springs, 
Pueblo to the south. In short, this new directive an- 
tenna, the most modern known to engineering science, 
combines with KLZ’s new 5,000 watt authorization, 
full time, to make KLZ the best buy in the Denver 
region today. Actual measurements of this improved 
coverage are now being made. Findings will be made 


available to advertisers within a month. But an indi- 
cation of what may be expected is to be found in tests 
in downtown Denver where KLZ’s signal has increased 
about 150% in the daytime, 350% at night. 
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ADVERTISING AGE 


July 29, 1949 


Voice of the Advertiser 


Air Lines Copy Adds 
Considerably to the Heat 
To the Editor: On returning from 
the airport this evening and opening 
the July 22 copy of ADVERTISING AGE 
I found something that made me 
hotter than today’s Sunday sunburn. 
Having interests in both publish- 
ing and flying, as I’m now working 
for my private license under CAA 
training, I feel free to comment on 
your reproduction of the It Pays to 
Fly ad addressed to “Gentlemen of 
the Press.” First let me say that I 
feel in complete sympathy with the 
air transport industry’s problem in 
reference to the exaggeration of 
minor accidents and mishaps in the 


air on the part of the newspapers | 
Such playing | 


all over the country. 
up of purely local news is out of 
line and damaging to an industry 
that deserves every chance to sur- 
vive and gain public acceptance. 

The ad appeared in Editor and 
Publisher whose readers are for the 
most part newspaper people. Why 
then, after tactfully placing a well 
deserved slap on the cheek, did the 
air industry have to insult the 
newspaper man by making refer- 
ence to the airlines’ advertising? It 
asks that the newspapers increase 
the productivity of the airlines’ ad- 
vertising by complying with its re- 
quest. With the exception of an 
occasional two by four, all the air- 
lines’ advertising appropriation has 
been thrown into the It Pays To 
Fly schedule that has plastered the 
pages of the leading magazines for 
the past several months. We have 
as yet to see the It Pays To Fly 
signature carried under an ad in 
any newspaper. It is true that 
these same magazines have put out 
a lot of editorial effort in bringing 
about public acceptance for the air- 
plane but what of the columns and 
columns of material carried in the 
news, roto and feature sections of 
the newspapers that has directly 
promoted the airways? 

For probably the first time, the air 
transport industry has openly recog- 
nized the power of the press by 
directing such an ad to the news- 
paper publishers. If the industry 
feels the newspaper is powerful 
enough to direct acceptance away 
from the readers surely it will have 


to recognize that the press is power- | 


ful enough to bring the same read- 


ers around to seeing the light. | 
Newspaper readers make up this 
country so why neglect them. 

If they’re so important to the 


aviation industry, and we know they 
are, then lets have some advertising 
on the subject. 
GorRDON MOFFITT, 
Advertising Department, Pitts- 
burg Publishing Company, 
Pittsburg, Kan 
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Rod Maclean Explains 
Purpose of a Poster 


To the Editor: June is the brides’ 
month while December pretty 
well given over to the corpulent 
gent with the numerous aliases, the 
best known being Santa Claus. In 
Southern California, however, there 
are other insidious influences at 
work during those months and also 
during the first ten days of January 
and July. Armed with foreknowl- 
edge that interest is added to sav- 
ings accounts in the sunkissed com- 
munities of the Southland at the 
end of June and December, there is 
evidence that subversive elements 
to undermine the loyalty of 
savings depositors to their present 
affiliations with the suggestion that 
funds and loyalty be transferred 
elsewhere. 

To forestall if possible the neces- 
sity of its depositors suffering the 
anguish of indecision brought about 
by this “undue influence”; to focus 
attention upon itself at a time when 
loyalties MAY be vacillating; to 
brighten the highways of communi- 
ties it serves, California Bank, with 
52 offices in and around Los Angeles, 
has been using outdoor display ad- 
vertising for 30 days from June 15 


Is 


seek 


This department is a 


reader's forum. 


Letters are welcome. 


THIS IS A BANK POSTER 


This is a 24-sheet poster for the California Bank. For an unusual bird's-eye view 
of it, plus other striking details, see the accompanying story. 


for each of the past several years. 
| Until last year these outdoor posters 
j|have been devoted to an exposition 
of the virtues of travelers cheques 
at a time when vacations were much 
in the public mind. In ’39 and ’40, 
however, the importance of loans in 
the profit picture of the institution 
forced a change in this policy and 
the slogan, used consistently in 
newspaper ads since 1936, has been 
|spread before the Bank’s world on 
| billboards—the spreadingest of ad- 
vertising media. The slogan, rend- 
ered with variations, goes so: “Cali- 


fornia Bank is the bank to see for 
loans.” 
| A bird’s eye description of the 


poster, assuming it to be the right 
kind of bird in the right position, 
|might well read something like this: 
On a deep, brilliant blue background 
is superimposed the Bank’s name in 
brilliant yellow-green; the words 
Pewee loans” in a red orange which 
possesses a neon-like intensity; an 
‘old fashioned car in warm gray 
against a deep red background (so 
deep it looks like dark brown); the 
large star repeats the red orange 
| while the small stars in the bottom 
‘line of lettering repeat the yellow- 
|green, the lettering in this line be- 
ing in the warm gray. 
The old fashioned car was used 
|for various reasons: First: use of a 
|}modern car would be anything but 
| UNUSUAL; second: should one 
|modern car be chosen for our illus- 
tration, dealers handling other 
makes would become irate over our 
third: the old fashioned 
model has a triple appeal—setting 
the vapors of nostalgia loose in the 
minds of those who see it, supplying 
|the basis for any minor degree of 
}amusement from a miniscule quirk 
at the corners of the mouth up to 
and including a chuckle, and em- 
bodying a very high visual impact 
value because of its unusualness. 

Additional emphasis was given 
the advertising by the use of gen- 
erous sized full-color replicas as dis- 
plays in the windows of the Bank’s 
fifty-two offices. This type of point- 
of-sale tie-in used consistently 
by California Bank, newspaper ads 
being blown up and regularly dis- 
played in neat frames, twenty 
inches square. This affords a very 
valuable repetition of merchandis- 
ing messages at a ridiculously low 
cost, the cards being printed offset 
from a paper negative, the cost for 
sixty of these being less than the 
cost of one average individually 
constructed display. 

Significant: California Bank loans 


| choice: 


Is 


show an increase of 25% for the 
year ended June 30th 
Rop MACLEAN, 


Advertising Manager, California 
Bank, Los Angeles 


’ ’ ’ 


Agrees with Editorial 


To the Editor: I read with a 
great deal of interest the editorial 
in your July 15 issue entitled, 


“Railway Freight 
(Continued)” 

Of course, in your June 17 edi- 
torial on the same subject, you hit 
the nail on the head, but in the 
above editorial I think you even hit 
it a lot harder 

Railroad statistics, 


Advertising 


of course, show 


that between 80 per cent and 90 
per cent of railroad revenue comes 
from hauling freight, yet it seems 
unfortunate that in setting up 
their advertising schedules, rail- 
roads spend between 80 per cent 
and 90 per cent of their budget for 


the promotion of passenger busi- 
ness. 

This, of course, is quite a lengthy 
subject and one could elaborate 


to great lengths on it. 
Nevertheless, I do want to com- 
pliment you on seizing this oppor- 
tunity to comment on this particu- 
lar phase of advertising activity. 
EMIL G. STANKEY, 
Manager, Traffic World, Chi- 
cago. 


“Unfolder’’ Does Sales 
Job for Trailmobile 


To the Editor: It is always a 
problem to make the literature and 


|printed matter fit the selling plan 


and the actual needs of the agency 
client’s salesmen. 

The enclosed “unfolder,” a printed 
piece about 7 inches wide and a 
yard long, which unfolds like a bolt 
of cloth and is printed on both sides, 
is about as near perfection as any- 
thing we have seen in the way of 
product presentation. Although this 
piece of literature has been used 
only a short time by our client's 
sales organization, it has proven to 
be remarkably effective in organ- 
izing the selling story for Trailmo- 
bile outside frame trailers, disclos- 
ing a logical sequence of ideas in 
demonstration, and leading directly 
to increased business. 

Since there is only one way to 
open it and one way to begin the 
story, it cannot be started in the 
wrong way. Once the story is 
started, the salesman uses this as a 
cue sheet to his planned sales talk 
and unfolds one point of product 
construction at a time until he 
reaches the conclusion. 

At this point is the novel idea of 
a piece of corrugated paper in the 
same shape as the side panel of our 
client’s product, the Trailmobile. A 
brief discussion of the strength of 
this paper compared to a flat sheet 
of the same material clinches the 
matter of strength and load carry- 
ing capacity in the trailer side wall 
and it keeps the prospect occupied 
long enough for the salesman to 
open his order book. 

Ross H. WILson, 

Wilson Advertising Agency, 

Cincinnati 


Brewery Ad Manager 
Wields Brush, Too 


To the Editor: Hats off to the 
gifted pencil wielded by John M. 
Huggett of Certain-teed Products, 
whose sketch of a French cathedral 
Was reproduced in your July 15 
issue 

It is indeed uncommon to find a 
really talented artist among the 


ranks of practical advertising man- 
agers. However, we have an entry 
Nick J. Schwab, advertising man- 


ager of Buffalo’s famous Iroquois 
brewery, who not only enjoys paint- 
ing as an avocation but at times 


puts his talents to practical use, as 
witness the enclosed photograph of 


an oil painting which now is at- 
tracting widespread notice as an 
Iroquois window display. Minus 
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color, the camera, of course, robs 
\the colorful Indian chief’s portrait 
ee much of its actual effectiveness. 
WILLIAM M. BALDWIN, 
| Baldwin & Strachan, Inc., Buf- 
falo. 
| v v v 


Demands of Duty 

To the Editor: It has been called 
to our attention that in an article 
appearing in your issue of July 8, 
under the caption, “Coast-to-Coast 
Cruises Featured by U. S. Lines,” 
reference is made to resumption of 
luxury liner service from New York 
to the Pacific Coast, beginning July 
26. We find that your article re- 
fers to these sailings from New York 
to Los Angeles, without reference 
to San Francisco. 

Will you please make note of the 
fact in future articles that this 
service also includes San Francisco, 
the first port of the Pacific? 

While we realize that this over- 
sight was doubtlessly an inadvertent 
one, we would be remiss in our duty 
to this city and its port if we did 
not call it to your attention. 

RICHARD E. HIBBARD, 

Manager, Special Events De- 

partment, San Francisco Cham- 

ber of Commerce. 
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More Flag Waving 
Called Good Idea 


To the Editor: In these troubled 
times, it seems to me, there is far 
too little flag waving in = our 
country. Kate Smith, with her 
immortal rendition of “God Bless 
America,” has brought to the ears 
of the nation some spark of patriot- 
ism; your recent reproduction of a 
full-page ad in the Oregonian 
perhaps brought to the eyes of a 
part of the West Coast population a 
spark of patriotism. But, all in all, 
there has been too little of this. 


- 


: 


—— 


Inspired by the above mentioneg 
newspaper ad, we have this month 
devoted the entire front cover of 
our monthly house organ, “The Dj 
mond of Mid-Continent Petroleum 
Corporation,” to Americanism. We 
enclose a copy for your perusal anq 
hope that it strikes you as not o; 
a beautiful cover, but also a 
beautiful and timely message. 

Our inside front cover carrie 
reproduction of that old, and ne: 


forgotten, school-room clas 
“America for Me,’ by Henry V2; 
Dyke. For the first body page 


reproduced “He Is an Americ 
an editorial from the New York §S 
which has received widespread 
printing. Here on three pages 
present our sentiment regard 
America, and hope that our read 
will obtain half as much “lift” fr: 
reading and looking as we did jy 
making up the art and laying ot 
the pages. 
PAUL E. YArp, 
Art Director, Mid-Continent 
Petroleum Corporation, Tulsa 
Okla. 


" ww F 


Does Own Retouching 

To the Editor: Being a religious 
reader of ADVERTISING AGE and with 
at least the blood of an adverti.- 
ing manager, I just can’t help get- 
ting into the competitive swing of 


_ 

; o 
° . ; 
(¢ , 


things after reading the article 
about John M. Huggett wielding a 
talented pencil. I can’t help but 
take my hat off to him who brings 
out such fine detail as shown in his 
drawing in the French Cathedral 

Attached are four photographs 
showing Before and After—a typ- 
ical example of what I do occasion- 
ally to keep sales abreast of produc- 
tion. 

J. G. REINHARD, 
Advertising Manager, Anthony 
Company, Inc., Streator, Ill. 
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ADVERTISING AGE 


IS THIS FIRST? 


To prove to you that Waitt & Bond Yankee is Poughkeepsie's 


BEST 5+ CIGA 


sone)! HURRY! SENSATIONAL OFFER O8 THIS lees 
perena FILLED COGAR Fon SwoeT Time omy 


eet ee te gf Pmgtonpen sme 


sale 

ranks is Waitt & Bond's Yankee cigar, 

with this newspaper copy in Poughkeep- 

sie offering a pack of five cigars for 

one cent in connection with purchase 
of one pack at 25 cents. 


Newest entrant in the one-cent 


FCC Radio Views 
Held Obsolete 
by Social Group 


Says Networks Are the 
Focal Point; Wider Ser- 
vice Is Asked 


New York, July 25.—While pay- 
ing tribute to the networks for the 
superior programs which they pro- 
vide, and calling on the Federal 
Communications Commission to 
abandon its outmoded theory that 
the local station is the focal point 
of broadcasting, C. B. Rose Jr.. 
isks the chains to reform many of 
their practices in a new book, “Na- 
tional Policy for Radio Broadcast- 
ng,’ which presents the report of 

committee of the National Eco- 
nomic and Social Planning Associa- 
tion. The new volume has just 
ween published by Harper & Broth- 


Mr. Rose and his committee go 
n record as being opposed to net- 
vork ownership of any stations and 
n favor of government regulation 
f all contracts between networks 
nd their affiliates. Even more revo- 
utionary, from the advertising 
lewpoint, is his recommendation 
that network services must be ex- 
tended regardless of markets. On 
this score he says: 


Wider Service Asked 


“It is essential that the network, 
vhether by means of owned stations 
r affiliates, provide broadcasting 
facilities in commercially unprofit- 
ible areas. If local commercial 
‘support is insufficient to permit the 
establishment of a station, it might 
be desirable that the networks be 
equired to subsidize one in some 
way The population, wherever 


—,. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


jareas 


jtractive to 


located, is entitled to share in the 
national service. At present, the 
networks tend to avoid such regions 
and concentrate their interest in 
where population densities 
and purchasing power levels are at- 
advertisers. In future 
they must be willing to average the 
good market with the bad.” 


| He adds: “Of course, to the ex- 
jtent to which the advertiser de- 
|termines the distribution of pro- 


| control 


| 


grams, the situation is beyond the 
of either the broadcasting 
industry or the government.” 

Mr. Rose reports that the domi- 
nant position of the networks in the 
radio broadcasting system is emi- 
nently clear and that such a de- 
velopment is logical. 


“It still remains, however,” he 


continued, “for the reality of net- 
work domination to be recognized 
in public policy. The quality and 
variety of broadcasting — service 
which the people of the United 
States have a right to expect can be 
provided in no other way than 
through the networks. 


Handicaps of Locals 


“Stations not affiliated with net- 
works are penalized by the lack of 
that association; stations affiliated 
with networks are in a position to 
render superior service. It is falla- 
cious to assume that the materials 
available in the United States are 
sufficient for competent and ade- 
quate programs by a multitude of 
independent stations. The heavy 
demands of night and day schedules, 


day in and day out, would prevent 
the development of high program 
quality, if local broadcasting sta- 
tions are to be considered as the sole 
objectives of policy.” 

This does not mean, Mr. Rose and 
the committee believe, that the in- 
dependent, unaffiliated station must 
cease to have a function, but merely 
that the focus of policy be shifted 
away from it. 


Lutheran Hour Over MBS 


One hundred and twelve stations 
of the Mutual Broadcasting System 
will carry the Lutheran Hour 
broadcasts next fall, winter and 
spring with 90 other stations using 
it as a transcribed feature. Kelly, 
Stuhlman & Zahrnat, Inc., St. Louis, 
is the agency handling the account. 


Ellsworth to Penn Salt 


H. M. Ellsworth, for many years 
advertising manager of Sterling 
Products Company, Easton, Pa., has 
been appointed manager of adver- 
tising for Pennsylvania Salt Mfg. 
Company, succeeding Miss I. J. 
Dennery, resigned. 


Christie Shifts Jobs 

Austin F. Christie, for ten years 
on the national advertising staff of 
the Brooklyn Eagle, has joined the 
national advertising staff of the Wall 
Street Journal, New York. 


O'Connell Appointed 


R. T. O'Connell Company, New 
York, has been placed in charge of 
advertising of Goody curlers by H 
Goodman & Sons, Jersey City. 


THE PEOPLE’S 


CHOICE 


* #« Freedom to pick and choose—to accept or reject—that is the essence of 


CTiCUia 


iva 


Opening scene at the 


Republican National Convention 


Democracy. America witnessed an amazing affirmation of this principle in the 
popular demand which forced the nomination of Wendell L. Willkie as the 
Republican presidential candidate. 


It's the same with newspapers. You can bxzy circulation by various methods. 
But in the long run the people themselves decide what they want. It’s an old 
American custom. 


In the Portland area The Oregonian is clearly the people’s choice. In spite of an 
outright purchase of 50,000 circulation by the afternoon paper, The Oregonian 


daily circulation has moved steadily and irresistibly ahead to its present all-time 


high entirely without benefit of premiums, purchase 


120,000 
115,000 
10,000 | 
105,000 


1933 1934 1935 1936 


This chart shows the steady, healthy” reader- 
demand” growth of the Oregonian DAILY 


circulation since 193}. 


1937 1938 1939 1940 


or paid solicitors. 


which buys its newspaper? 


OREGONIAN 


The Great Newspaper of the West « Portland, Oregon 


Ask yourself: Which is better for your business... a 


newspaper which buys its circulation, or a circulation 


The only Pacific Coast newspaper ever to receive the 
"Missouri Award” for distinguished service to journalism. 


PAUL BLOCK & ASSOCIATES, National Representatives 


New York, Chicago, Boston, Detroit, Philadelphia, Cincinnati, Sanfrancisco, Los Angeles, Seattle 
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July 29, 1949 


“Everyone will agree that modern 

infinitely better in ma- 
construction, appearance, 
performance. 

“Today’s annual sales 
times as great as 1910. 

“Figures for wages and materials 
run into billions of dollars. Ford 
started in 1903 with $28,000 capital; 
payroll to date over $4,230,000,000 
for 4,800,000,000 man hours of cre- 
lated work: produced over 28,000,000 
cars or 1,000 cars for each original 
capital dollar; taxes paid, over 
$700,000,000. 

“Mass production reduced prices, 
increased values, made automobiles 
available to the rank and file. Ad- 
vertising played a large part in de- 


cars are 


8,850 Employes 
Learn of Stake 
in Advertising 


Subject Is Brought 
Close to Home with 
Revere Mailing 


terials, 


are 20 


New York, July The 8,850 
employes of Revere Copper and 
Brass Inc., have probably felt that 


25. 


ee is far removed from veloping mass markets to support 

4 respective walks be life and | pass production. Thus, instead of 

that its operations could not pos-| cocting the public anything, adver- 

sibly affect their own welfare. Most tising has been an investment, pay- . eit 
of them gained an entirely new ing rich dividends to the public in seni taeciep-anihiides 
viewpoint this week when they re- | qgojjar savings and fuller enjoyment ppetite for 

ceived the latest of a series of of life.” This is | 

“Know Your Company” messages. Departing from this classic ex- 

rhis broadside, developed by Nor- ample of how advertising has 

man A. Schuele, advertising man- \o;~Keq to mutual advantage of 

ager, let them know that adver- piuver and seller, the folder gives 

lising as a whole has exercised a | imijar facts about radio receiving 

beneficent, even if unnoticed effect ots electric light, refrigerators and 

on their lives, and that Revere sooq the last classification being 

advertising must inevitably have 


broken down to permit a discussion 
of oranges, corn flakes, soup. The 
role played by advertising was de- 
scribed in this fashion: 


repercussions, for better or worse, 
on their private fortunes. 

The folder opens to form a stand- 
ard magazine page, the center 
spread of which is devoted to a 
four-color magazine advertisement 
signed by C. Donald Dallas, presi- 
dent of Revere Copper and Brass, 
Inc. The first page of the mailing 
piece divided into two 
offering a number of 
examples of effective advertising, 


Changing Nation’s Habits 


“Canned foods have been on sale 
for many but it took adver- 
tising to convince millions of house- 
wives that canned foods were not 
only safe but excelled in quality 
and tastefulness Packaged foods 


years, 


Is sections, 


usual product advertising. 


one striking 


and G. M. Basford Company, Cleve 


REPUBLIC STEEL DISCUSSES NATIONAL DEFENSE 


is running in more than 50 business papers. 


—— 


we have reprinted in this folder, we 


are advertising to help sell the proq- 
ucts of all our mills to create more 


hours of work for everyone.’ 


/w.% 


ride, 


Republic Steel Corporation is substituting a series of advertisements dealing 
with national defense and Republic's place in that sphere for some of its 
The first advertisement in the new series, shown here, 


C. W. Ruth, director of advertising, 
land, are responsible for the copy. 


ment to put over, we tell the people 
we meet about the good points of 
the house, car or what good fun 
they can have for litthe money at our 
entertainment. And if we don’t get 
results by talking to the people in 
our neighborhood or at the shop or 
office, we put an ad in the paper, 
which is seen by hundreds more 
people than we could hope to talk 
to personally in a month 


LIGHTS! CAMERA! LINAGE! 


NATIONAL DEFENSE 


BRINGS BOOM TIMES TO THIS MARKET 
Business Week wy 13 190) Says:— 


“Defense, however, is not to be discounted 
an influence on business. In the tri-city 
area of Rock Island, Davenport and Moline 
a boom has been stimulated by the expansion 
and expected expansion at the government's 


Rock Island Arsenal.” 


Horos Part of the Story— 


Reaching More Prospects 


“In other words, we find it more 
efficient to run an ad in the paper 
because we know that anyone in- 
terested in a used car or in renting 
a house will be likely to read our 
advertisement and if what we have 
to sounds interesting, will get 
in touch with us. So this adver- 
tisement is out working for us while 
we are working in the shop or are 
at home. 


say 


“Now Revere’s advertising oper- 
ates in much the same way. We are 
Already a healthy. growing market, Rock geared up, so far as workers and 


plants and machinery are concerned, 
to manufacture enormous quantities 


Island-Moline are experiencing an upsurge 
of business activity. Building permits during 


the first six months of 1940 were nearly 24, Of copper, brass and bronze in all 
million dollars—an increase of 69°% over the |f0r™s, such as sheet, strip, rolls, 
tubes, bars, rod, etc It is the job 


PY . rh i 939. ° 
arnne poe riod in | of our sales department to sell these 


WRITE US \ ‘nereasingly acute ‘ed for | «« js Revere products. However, ow 
FOR FACTS . - ree poy 6 or gerd Wah se pony salesmen can only see a certain 
being felt as Arsenal employment, ELO00 on ' 2 ape ms 
ABOUT THIS January Ist, passes T750 in July. headed PUmbe! = ps yao each day through 
‘ ‘ o e : our advertisements, like the one on 
UNUSUAL toward a possible 12.000 to 15,000 in the near the inside of this folder and through 
MARKET future. advertisements in industrial maga- 
iat Ps ARGUS-DISPATOH, WrrnoutT pi- Zines, read by purchasing agents, 
4 4 OO i eT INC PLICATION, REACH ® OUT OF 10 engineers, production men and 
4 % TELA ND-MOLENES secron,  ’*™ others who buy and specify copper 
eg and brass products, we can tell a 
. greater number of people through- 
nah A MEMBER OF ILLINOIS DAILY NEWSPAPER MARKETS out the country about Revere Cop- 
f THIRD per and Brass, Inc. and its products 
‘ LARGEST and services 
i MARKET “Thus when these people need 
2 IN ILLINOIS copper or brass they will be mor 
OUTSIDE pA» apt to remember Revere and to call 
CHICAGO —— in our salesmen or send inquiries 
for their needs to us. So we adver- 
tise to help our sales department 
i sell more goods and to continuously 
| Nat'l Rep. The Allen-Klapp-Frazier Co. remind people that Revere turns 
New York Chicago Detroit Out quality brass and copper prod- 
7 
*< ms 
Y 2 
, a j 
re wr. 


the second giving a more genera! were actually initiated by advertis- 
picture of advertising and the bene- Ing Advertising of unpackaged 
fits it brings to Revere and its foods has created new grading “Advertising creates work—adver- ucts to meet their every require- 
organization, The fourth page re- standards assuring higher values, Using ~ important function of ment. The more products we sell, 
produces some typical Revere ad- And above all, advertising has cre- Revere’s business. Through the help the more work is created for each 
vertisements. ated mass markets for trade-marked Of advertising, more hours of work one of us.” 
‘ood products, thus placing in the ,are created for everyone.” i. 
Saga of Automobile an of business Pct Bier the Couched in terms which may be Benefits to Revere 

The first product discussed is the power necessary to perform the task | understood by the veriest tyro, this This is followed by a specific ex- 
automobile. One car, it is stated, and produce the public benefits out- part of the story is told as follows: ample of how advertising has af- 
cost $2,800 in 1907, only $700 in| lined above.” “Each of us at some time or an- fected the welfare of every Revere 
1940. Another, which was priced at The remainder of the page en- Other has probably done some ad- employe, a statement made by 
$5,000 in 1910, was quoted at $900 deavors to gear the story of adver- | vertising—for example, when we president Dallas before the Copper 
in 1940. Some corollary facts were tising definitely to Revere and its have a house to rent, a used car tO g Brass Mill Products Association 
presented: employes with the statement that sell or a church or club entertain- being repeated: 


“To demonstrate the effectiveness 


of such an advertising campaign, I | 


have only to refer to results gained 
by the publicising of brass pipe and 
copper water tube for plumbing. In 
1922 shipments of these products 
were about 16,000,000 pounds. Dur- 
ing 1929 the industry shipped about 
78,000,000 pounds and in 1939, 116,- 
000,000 pounds. Of course, this was 
not accomplished by publicity alone, 
but the advertising kept the prod- 
ucts before the public and made it 
much easier for our promotion men 
and salesmen to increase volume.” 

The little text book on advertis- 
ing concludes on this note: 

“While these figures for the 
entire copper and industry, 
nevertheless Revere got its share of 
this increase in business and those 
of you who work in our tube mills 


are 
brass 


can appreciate what this increase 
meant to you personally. As you 
will see from the advertisements 


of McCann-Erickson who 
promotion plans at the convention, 
disclosed that 22 
ing many in color are scheduled to 
appear in eight publications. The 
list includes Collier’s, Esquire, Life, 
The 
Evening Post, You and Vogue. The 
Christian 
professional 
tors, nurses and engineers will also 
be 


And lest the recipient of this 


alysis forget that he, tco, has a | 
to play in the success of advertis- 
ing, the folder admonishes: 


“It is important to remember tox, 


that good workmanship and att 
tion on our part mean quality Re- 
vere 
which 
and pleased customers are the hb: 
torm of advertising.” 


products 
means 


and good ser\ 
pleased custome: 


Big Magazine 
Drive to Back 
Gruen Watches 


New York, July 23.—Gruen 


watches will be backed by the la 
est magazine 
in 


advertising prog) 


history during fall and wint 


months, it was revealed here this 
week following the semi-ann 
sales convention of Gruen Wate! 


Company recently held at Cincin- 
nati. 


John J. McCarthy, vice-president 
revealed 


insertions includ- 


New Yorker, The Saturda 
Science Monitor and six 
papers reaching doc- 
used. 

The two-year old 
From Your Jeweler 


slogan, “Gifts 
are Gifts at 


Their Best,” will be featured ag: 


Newspaper copy and radio programs 
for local use by dealers, plus direct 
mail service, outdoor posters and 
car cards are also furnished. 
Benjamin S. Katz, Gruen pre 

dent, told the convention that 1939 
was the best year in the history 
the company, and predicted even 
greater sales during the fall selling 
season. 


NAB Aids Defense 


The National Association of 
Broadcasters, acting on behalf of 
all broadcasting stations, is helping 
the War and Navy Department and 
the Civil Aeronautics Authority to 
locate 100,000 skilled civilian work- 
ers to apply for civil service jobs in 
the national defense program 


New Rochester Station 


The Federal Communications 
Commission has granted the appli- 
cation of the Sentinel Broadcasting 
Company, Rochester, N. Y., for per- 
mission to establish a fourth broad- 
casting station in Rochester. F. G 
Revoir, president of Revoir Motors, 
Inc., Rochester, is president of the 


Anatole Robbins Sales Corpora- 
tin, Hollywood, distributor fo! 
Anatole Robbins cosmetics, has ap- 
pointed Sidney Garfinkel Advertis- 
ing Agency, Los Angeles, to handle 
advertising for the company’s !iqui¢ 
makeup. 


tion of 


NAME 


UNDERWOOD 


319 E. 44th ST., N. Y.C. 


photos on th 


no. * 
Learn to rely on 


subjects (size 
advertising bud 


use in adv . 
production rights 


Send this stock photo on oppre 


rov" 
Bill us for it. € Send on OPP 


e following subjects: 


ADDRESS 


& UNDERWOOD 


241 E. ONTARIO ST., CHICAGO 
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ADVERTISING AGE 


Time Increases 
for Tobacco 
Boost Nets Sales 


New York, July 24.— Increased 
usc of network radio by tobacco 
advertisers was the largest single 
reason for the 14.3 per cent upturn 
in business handled by the three 
national chains during the first six 
months of this year, an analysis of 
air expenditures by industries re- 
veals. 

Although the _ tobacco 
ranked third behind the food 
drug fields in total network radio 
expenditures for the half year, 
nearly $2,000,000 more was spent by 


and 


cigaret, cigar and tobacco manufac- | 


turers in the first six months of 
1940 than in the same 1939 period. 
The tobacco industry increase was 
37.4 per cent, while expenditures 
from the food field climbed 7.8 per 
cent and those from the drug classi- 
fication 15.1 per cent. 

Food producers and distributors 
are still the number one supporters 
of network radio. Figures supplied 
by the National Broadcasting Com- 
pany, Columbia Broadcasting Sys- 
tem and Mutual Broadcasting Sys- 
tem reveal that this industry 
contributed $13,513,862 to radio bill- 
ings in the period. Drug advertisers 
spent $12,739,683, and the tobacco 
industry $7,158,527. The soap busi- 
ness lifted its network radio spend- 
ing 15.2 per cent for the period of 
$5,548,510, and remained in fourth 
place among industries. 

These four industries 
spent $38,950,590 for 
during the half year just ended. 
This represented 82.8 per cent of 
the revenue gained by the chains. 
For the same 1939 period, these key 
ndustries accounted for 81.7 per 
cent 


combined 
network radio 


R. B. Colgate Resiene 


Robert B. Colgate has resigned as 
‘e-president in charge of re- 
varch and development of Colgate- 
Palmolive-Peet Company, Jersey 
City, N. J. Mr. Colgate was with 
the company for 15 years and in 
harge of research since 1928. He 
vill continue as a director. 


Elmo Picks Wesley 


Elmo Sales Corporation, Phila- 
lelphia, has appointed Wesley As- 
soclates, New York, to direct adver- 


sing of its line of beauty products, 


effective Aug. 1. An extensive 
magazine campaign is planned in 
the fall. 


Ken-Wel Appoints 

Ken-Wel Sporting Goods Com- 
any, Utica, has appointed Dilling- 
ham, Livermore & Durham, New 
York to handle its sdvertising. 


Jones to WAKR 


Mendel Jones, 
ger of WCKY, Cincinnati, has been 
ppointed general manager of the 
ee eee WAKR, Akron, O. 


Oe 


IN THE 9 RETAIL MARKET 


STP 


lhe Northwest's Leading Radio Station 


——w\w—— 


NBC 
TASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 


production man- 


industry | 


| York 


READY TO LEND 


LOANS 
DURING WARTIME 


vee Bank of Toronto believes thet it is 

perative to the ful ef | 
the war that Canada wtilise its industrial 
resources to the utmost. This Bank is in the 
strongest position of its 85 years. We offer 

our Snencial resources and services of an | 
P dp lin a whole-hearted co- 
te further 


with C di b 
Canada’s war effort. Busi men engaged 
im our Dominion’s war industries, who 
anticipate they will require banking 
credits, are cordially invited to discuss their 
requirements with the officers of this Bank. 


“BANK=TORONTO 


Incorporated 185% | 


The Bank of Toronto urges business men 
to discuss their credit problems. McCon- 
nell, Eastman & Co. is the agency. 


Field's Reaches 
Hotel Guests by 
Special Sticker 


July 24.—A personalized 
sticker, tipped to the cover of its 
annual booklet for visitors to Chi- 
cago, enabled Marshall Field & Co 
to obtain distribution through ten 
of Chicago’s leading hotels for the 
first time. Most of the hostelries 
are loath to undertake distribution 
of anything which smacks of adver- 
tising, but this sentiment was over- 
come by a special message reading, 
“To you, as a guest of the 

Hotel, we are pleased to present this 
booklet containing information 
about many of Chicago's institu- 
tions and places of interest.” 

The 64-page booklet, printed on 
high grade stock and lavishly illus- 
trated, is issued annually by Field's, 
representing both a service to visi- 
tors to the city and an interesting 
exposition of its own facilities. The 
average run is from 100,000 to 200,- 
000 copies, distribution normally be- 
ing through the store’s information 
bureau and travel agencies. The 
hotel distribution added about 10,- 
000 copies to this normal reader- 
ship. 

The plan was put into effect dur- 
ing the Democratic National Con- 
vention, delegates thus being ap- 
prised of the glories of Chicago and 
of Marshall Field & Co. About 50 
pages of the booklet are devoted to 
Field’s and the remainder to attrac- 
tions of a more general nature. 
G. R. Schaeffer, director of public- 
ity, evolved the special strategy, 
which seems applicable to other di- 
rect mail in high-class transient and 
residential hotels which normally 
do not permit the intrusion of ad- 
| vertising. 


Chicago, 


Export Airline 
Names N. W. Ayer 


American Export Airlines, sub- 
sidiary of the American Export 
Lines, Inc., New York, has ap- 
= d N. W. Ayer & Son, Inc., New 


York, to handle the 
promotion of its 
senger 


advertising and 
non-stop pas- 
flying service between New 
and Lisbon and its mail and 
express flying service with stops at 


Horta, the Azores, and _ possibly 
Hamilton, Bermuda. 
The Airlines service was author- 


ized by the Civil Aeronautics Board 


July 15 


Wins 


A court 


“White Label” Row 


decision has held the 
trademark “White Label” for beer 
to be the property of John F. Trom- 
mer, Inc., Brooklyn Action was 
brought by the Trommer company 
to prevent its use by the Old Read- 
ing Brewery, Inc., of Reading, Pa 


NIAA Space All Reserved 


All exhibit space for the confer- 
ence of the National Industrial 
Advertisers Association at Hotel 
Statler, Detroit, Sept. 18-20, has 
been reserved 


Fresh-omatic ls 
Latest Entrant 
in Coffee Derby 


St. Louis, The rapid 
progress reported by Fresh-omatic 
Coffee Roasting System, one of a 
number of companies preparing to 
make freshly roasted coffee avail- 
able to consumers, presages formid- 
able competition for nationally 
advertised brands, experts here be- 
lieve. 

Fresh-omatic has put 35 roasters 
into operation in Greater St. Louis 
and has appointed distributors for 
California, Texas and Oklahoma. As 
soon as adequate distribution is ob- 
tained in each market, vigorous 
local advertising will be released, 
based on the conviction that “Fresh- 
ust” coffee is the finest and fresh- 
est that money can buy. Advertis- 
jing of Fresh-omatic is handled by 
\Cliff W. Aubuchon Company, St. 
Louis. 


July 25. 


How Plan Operates 


The 
holds 
the 


newly 
world 
Fresh-omatic 


formed corporation 
distribution rights to 
coffee roaster, a 


19 
NEW LONGIES are not permitted to buy, rent or 
lease the roasters, which remain the 


property of the company. One dealer 
is appointed in each shopping area 


The company provides the blend 
from which “Freshust” coffee i 
roasted. 

Since every visitor to a roasting 


DUNHIL MAJORS 
TAKE NEW YORK! 


THEY'RE LONGER! 


plant has been pleasantly impressed 
with the aroma, Fresh-omatic will 
utilize possibilities to the utmost in 
bringing roasting plants to the pub- 
lic. The visitor to a store will see 
the roasting process, smell the de- 


meev're Berver! lightful odor which permeates the 
THEY COST premises, hear the crackling of the 
' . . 
mo mone! freshly roasted beans and finally, be 
BULLETIN a « 
-—s oaite given the opportunity to taste the 
ean freshly brewed coffee. Even the 
nd Hes 8 belie ng gereme . . 
Tee she wey ete =e 6 Sense Of touch will receive an ap- 
ORDINARY ae” =» peal through the package, which is 
CiGARGTTS Savteetean an entirely new type, made of metal 
ow D tnd ne 
se egeee ee §=6 foil by Reynolds Metals Company 
A magnchvont sew blend 


and printed in four colors by roto- 
gravure. 


How Dunhill broke the news of its new 
“Majors'"—long size—to New York City 


Plan Drive for Film 


smokers. United Artists Corporation, New 

York, plans a= special newspape: 

patented, complete roasting plant campaign to promote ‘Foreign 
which automatically dry-roasts Correspondent,” Walter Wanger’'s 


new Alfred Hitchcock 
In addition to regular 


production 
newspape! 


coffee in small 
point of sale, 


quantities at the 
where it is ground and 


sees ’ - copy, 112 papers will carry two- 
pac kaged undet the brand name, | color insertions of 1,000 and 1,500 
“Freshust,” reinforced by the repu- jines. Donahue & Coe, New York, 


tation of the dealer. The retailers is the agency. 


Home-Made 
Results! 


es ry. 
\ rok MES shor es Pir pulling power of any 
it HO wspare® newspapers advertising depends 
petr°e ny primarily upon the amount of cir- 
by ° 7 7 
ache? culation that goes directly to the 
pee" re seat of the purchasing power THE 


THERE’S ACTION IN DETROIT 


AllL indicators show 
better 

market 
industry. 


produced 2.536.000 


better in 
el 


and 
area. 
during the 


business 


is estimated that the 
fir-t six 
units as 


HOME. 

Detroiters read their newspaper 
at home. And that’s why The News. 
Detroits home newspaper. gets 
RESULTS for advertisers who are 


keeps looking FOR ACTION! 


getting 
Detroit’. $750.000,000 
motor 
months of 1940, 


2.5 1,668 


Highest Circulation for June in Detroit News History 
WEEK-DAY—344,620 SUNDAY— 407,963 


against 


for the corresponding period of 1939. © The 80.5% of the week-doy city and trading oree circulation rs home-delivered! 
industrial employment index averaged 1064 Detroit are op es my = ce acne 

for this period, representing 44,000 more et oe ere eet oe en 
workers than were employed for the similar 


period of 1939. © Department store 
and all retail 
first six 


‘ 


estimated at 7% 
above the 


months of 


The Detroit News 


THE HOME VER SPAPER 


sales are 
sales at 22% 
1939. 


New York: 1 4. RILEDSN, Ive thivrago: J BE Latz 
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One Fourth of 
Truck Sales 
‘Clean’: Curtis 


Philadelphia, July 25.—Present 
truck owners offer one of the most 
fruitful sources of highly desirable 
business, according to a_= survey 
made in Rochester, N. Y., by the 
commercial division of 
Curtis Publishing Company. The 
study, covering all fleet owners of 
Rochester and about 17 per cent of 
other truck operators, uncovered the 
interesting fact that 24.9 per cent of 
the trucks last bought were “clean” 
sales. 

Of this total, 13.8 per cent of the 
owners said another truck was 
needed because of increased busi- 
ness and 11.1 per cent said that the 
truck was their first. The survey 
said that this information presents 
both a problem and an opportunity 
to the truck industry. The problem 
involves the difficulty of knowing 
or learning when a person decides 
to engage in an occupation requiring 
the use of trucks and also that of 
knowing when an established truck 
user requires additional units. 


research 


Cooperation Is Required 


The survey also revealed the 
necessity of good teamwork among 
sales organizations, since 29 Roches- 
ter companies, owning 15 per cent 
of the trucks represented by the 
interviews, have headquarters in 16 
other cities where the purchases are 
dictated. 

A large percentage of trucks are 
bought rather than sold. No less 
than 70 per cent of the buyers made 
overtures to the dealer, this situa- 
tion, according to Curtis, parallel- 
ing buying methods in the passen- 
ger car field. 

Half of the truck owners inter- 
viewed said that in buying their last 
truck they decided in advance on 
both the make they wanted and the 
dealer they were going to patronize. 
Another 13 per cent knew in ad- 


vance the make, but not the dealer, 
they wanted. Thus 63 per cent 
made up their minds without dealer 
ussistance. 

About 35 per cent got only one 
appraisal on the truck traded in, 
while 26.7 per cent got no appraisal. 
Hence, more than 60 per cent bought 
their last truck with one or no 
appraisals. Of this group, 10 per 
cent were buying their first truck, 
9 per cent were buying an addi- 
tional truck and the remaining 7.7 
per cent were scrapping their truck 
or selling it privately. 


Reasons for Buying 


While “old truck worn out” 
headed the list of reasons for buy- 
ing new transportation equipment, 
“too much trouble with old truck” 
ran second in importance. Other 
spurs to buying in the order of their 
appearance were: Increased _ busi- 
ness, first truck, traded to get good 
allowance, wanted larger truck, and 
miscellaneous reasons. 

After deciding to buy, 35 per cent 
acted immediately, while 55 per 
cent waited less than one month. 

Fifteen per cent of the truck own- 
ers interviewed service their own 
trucks. Of the remainder, 59 per 
cent rely on independent garages, 38 
per cent on truck dealers and the 
others on both. 

“This would indicate,” Curtis 
Publishing Company § said, “that 
truck dealers and branches should 
extend greater efforts to get the 
service work, particularly of their 
own make of truck, through more 
frequent sales and advertising con- 
tacts with owners.” 

Asked what additional features 
they would like in trucks, 76 per 
cent of the owners had no sugges- 
tions, but the remainder’ offered 
more than 100 ideas having to do 
with comfort, safety and construc- 
tion. 


“Etude” Names Reps 

Etude music magazine has ap- 
pointed Ervin H. Belding as East- 
ern advertising representative with 
offices at 70 Fifth avenue, New 
York, and Virgil Malcher, 605 N. 
Michigan avenue, Chicago, as Mid- 
western representative. 
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Coucering the 


Central New York Gamilies* 


WHO SPEND 


$154,110,000.°° 
AT RETAIL coeny Yoon 


"Families Within 
35 Miles of Syracuse 


an 


Better than 90 
10F AMILIE ES in 


Now 


CIRCULATION 


115,000 


— 


oF EVERY 
ACUSE Alore 


Getting Personal 


Jack Meldrum, a.m., National Carbon Co., 
for training, and that’s no gag. 
is slated for a couple of weeks of service. 


is getting in training 
A major in the Canadian reserve, he 
To get 


in condition for 


the army life, he is spending a week as the guest of Bill Abbott, of 
J. M. Mathes, at Bill’s cottage far out on Long Island’s South Shore. 
Jack’s training consists of long hikes along the sand dunes, accom- 


panied by his dog. . . 
Paul F. Adler, Eastern mgr. of Sears & Ayer, 


radio rep firm, is 
among the admen in the CMTC contingent at Plattsburg. 


Seeking 


to promote interest in these camps, he started a series of programs 


»ver Station WMFF, Plattsburg, 
transcriptions of which are to be 
aired over other outlets. 

Hat Style News Service, in 
the course of its efforts to make 
the country hat-conscious, quotes 
medical authority to the effect 
that heavy thinking enlarges the 
brain. To prove the point, it is 
claimed that the hat size of 
Alvan McCauley, president, 
Packard Motor Company, has in- 
creased from seven and one- 
quarter to seven and five-eighths 
in 36 years. Apparently, “getting 
big-headed” is more than just an 
empty phrase. 

In view of the publicity that 
Commonwealth & Southern 
Corp. has been getting since 
Wendell Willkie emerged on the 
political scene, perhaps it should 
be noted that the Commonwealth 
a.m. is aptly named A. C. Watt. 
To be perfect, the initials should 
be BD. 4... 

Irving Myers, a.m., 


Myron L. Reese, 
Mill Inn at the state park at Mitchell, 
Ind., (left) and Charles C. Reese, pro- 


metion manager, 


Field & 


Stream, reports that the magazine’s salt water editor, 


BROTHERS MEET 


manager of Spring 


Country Gentleman, 
found much to discuss when Charles 
visited his brother recently. 


Kip Farrington, 


recently demonstrated his right to the job by landing a 316-pound 


broadbill off Montauk after a nine-hour struggle. 

Parents’ publisher, was the principal speaker at 

of the Chautauqua Institution at Chautauqua, N. 
The famous equine jumper 


Products Corp. 


. George J. Hecht, 
the 67th assembly 
sk 

Bruce, owned by Sidney J. Weinberg 
of Goldman Sachs, is named after Jim Bruce, v.p., 
Herbert Korholz of McKee & Albright, which num- 


National Dairy 


bers Nat’l Dairy among its accounts, is spending his vacation training 


Bruce and other jumpers. . . 
High-priced copywriting talent is filling the 
N. Y. Mirror these days as Jane Worth vacations. 


fashion page of the 
Among the guest 


columnists have been Margaret Fishback, authoress and writer of 


Macy’s institutional ads; Margaret Macy, ad. dir., 
and Sara Pennoyer, ad. dir., Bonwit Teller 


Bergdorf-Goodman; 


Walter D. Fuller, Curtis Publishing Co. prexy, received the Good- 
rich award for conspicuous public service at SEP Day at the World’s 
Fair. . . Reminiscing old-timers at N. W. Ayer recalled the other day 
that the agency copywriting dept. once boasted a tyro named Nelson 
Eddy. He paid more attention to his music lessons than to coining 


smart selling ideas, and look what happened. 
W. A. Coogan, foreign s.m., 
from a trip to South America with an exciting tale. 


EASTERN ADVERTISERS FROLIC 


Eating seemed to be the concern of the moment when this 
picture was taken at the recent outing of Eastern Industrial 
Advertisers, Philadelphia. Walter Gebhart, president (stand- 
ing), seems to be getting ready to say something. His 
visible audience includes, left to right, Franklin Dunlap; Stan 
Knisely, Associated Business Papers; Henry Whittlesey; J. G. 
Lamb, James G. Lamb Company; W. F. Plowfield, R. M. 
Hollingshead Corporation; and H. R. Potter, James G. Lamb 
Company. 


Parker, WEAN manager. 
cipal speakers. . 
Harold A. Stretch, 


Evelyn Tolin of the publicity staff of WEEI, 


Hygrade Sylvania 


advertising director of the 
quirer, has bought a 54-acre farm at Newtown, Bucks 


Corp., is back 
He was in Lima 
Peru, when the 
worst. earth- 
juake since 1904 
devastated the 
city and killed 
many people. 
He escaped 
without a 
scratch. .. 

John King, 
sales promotion, 
Crane Co., and 
Bill Northlich, 
account execu- 
tive of The 
Buchen Com- 
pany, look like 
a couple of sea- 
soned cam- 
paigners after 
doing their stint 
at the Citizens 
Military Train- 
ing Camp at 
F ort Sheridan, 
Ill Stephen 
P. Willis, retir- 
ing manager of 
WPRO,  Provi- 
dence, was the 
honored guest of 
friends and as- 
sociates on two 
successive days 
with Malcolm 


and John Boyle, WJAR manager, as prin- 


Philadelphia In- 
County, Pa 


Boston, is organizing 


the feminine portion of the staff to devote half of the luncheon period 


to knitting for the Red Cross 
down cruise of the Steel Pier, 


Much of the success of the shake- 
steamer traveling 


between Boston 


and Provincetown, was due to the presence aboard of Billy McDonald 


of Time, Inc., and Earl M. Dempsey, 
Boston Herald-Traveler 


advertising 


executive of the 


While enroute to gather information concerning the mine disaste1 


at Portage, Pa., July 
Ketchum, 


15, William Forsythe and 
MacLeod & Grove, 


advertising agency, 


Harry Stanley otf 


Pittsburgh, were 


involved in an auto crash, Forsythe receiving a head laceration. The 
agency handles the account of the Koppers Company. owner of the 


mine 


senor i 


Gillette Signs 
for Sponsorship 
of World Series 


New York, July 23.—Gillette Site. 
ty Razor Company, which sponsoreg 
the 1939 world series, has signeg 
up for the same event for 1940 
price of $100,000, it was announcer 
in a broadcast over Mutual Broad. 
casting System tast night. Mutual, 
which carried the series exclus 
‘last fall, is placed in the same 
viable position by terms of the 
contract. 

Gillette has also taken an 0; 
yn the 1941 world series. If it takes 
up the option, it will tie the record 
now held by Ford Motor Company 
of sponsoring the series for three 
consecutive years. Ford, howe 
used all three national netw: 
during its reign of 1934-36. In 1937, 
| the baseball moguls were unable to 
find a sponsor. 


Ratings Rise 


Again in 1938 no buyer as 
found for the broadcasting rights. 
The games were aired by CUBS, 
MBS and NBC as sustaining pro- 
grams. An interesting sidelight on 
the broadcasts of 1937 and 1938 is 
the fact that CAB records showed 
steadily rising listener interest. In 
the former year an average of one 
out of every four sets in the country 
was tuned in on the series broad- 
casts, while the following year the 
average listenership rose to 33 per 
cent, with the high point of 38 per 
cent attained in the first and fourth 
games of the series between the 
Yankees and the Cubs. 

Last year the series games, unde! 
Gillette sponsorship, were carried 
to listeners over the facilities 
MBS. Although the purchase price 
was not disclosed in 1939, it was 
reported that the figure represented 
a drop from the $100,000 tag es- 
tablished in previous years. The 
fact that the series was without 
sponsorship tor two consecutive 
years was also said to be a fac- 
tor in the price paid by Gillett 


Rating Dropped 


The CAB rating for the series 
broadcasts last year showed a dro} 
from the high point achieved ir 
1938, but this was to be expected 
inasmuch as only one network car- 
ried the broadcasts against three 
in the earlier year. 

Mutual announced that more tha: 
150 stations in the United States 
Canada, Mexico and Hawaii wil! b 
linked for the fall classic. In addi- 
tion, short wave facilities will carry 
the play by play reports to all parts 
of the world. 

The special broadcast announcing 
plans brought to the micropho 
such celebrities as J. P. Spang Jr. 
Gillette president; Fred Weber, gen- 
eral manager of Mutual; Leslie M 
O'Connor, secretary to K. M. Landis 
baseball commissioner, and others 
Representatives of Maxon, Inc., the 
Gillette agency, were present at th 
broadcast and the formalities 
preceded it 


1,020 


Lovely Legs 
COME TO TOWN! 


in response to a single adcdve 
ment in the Journal and set 
ves, 1.020 lovely leg 


to town and hought 510) pair 
hose in oa leading Winstons 
store md S10 pairs of 


sold in one day is pretty goo 
ing All of which proves thea 
is «a highly responsive, ablet 
readership ind) the on 
turers of shoes ind radios 


breakfast foods and = refrig 

tutomobiles and beauty 
ations mnvthing will 
to concentrate thetr uli 
efforts in this ACTIVE market 
ike to tell vou more about 
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PASTEL CARPETS MAKE UNUSUAL DISPLAYS 


The Americana Pastel broad!oom carpets 
York, lend themselves to unusual window displays, and the company is making the 


most of it. In this display, designed by 


of Charles P. Cochrane Company, New 


George J. Wells, tall cylinders covered 


with varied colors of carpet give an illusion of a fairy forest. Tiny realistic fawns 


and daisies pushing up from the floor 


complete the picture of an attractive 


woodland. 


lime Element in 
Defense Program 
Paramount: Sloan 


New 


most 


York, July 25.—Time the 
important element in getting 
ready to produce, on a large scale, 
the equipment necessary to our na- 
tional defense program, stockholders 
of General Motors Corporation have 


Is 


been advised by Alfred P. Sloan, 
Jr, chairman of the board. He 
warned that any expectation that 
miracles can be performed over- 


night will only lead to confusion in 
the program and to unnecessary 
isappointment, and declared that 
normal, non-military operations 
must be continued. 
“The essential element in mass 
production is the period of prepara- 
tory work or ‘make ready’,” he 
said. “Only after this is completed 
an mass production, as it is popu- 
arly conceived, really begin. In 
projecting quantity output of any 
articular product, such prepara- 
tion involves first finding out what 
wanted, then designing the 
roduct, selecting materials to suit 
ihe purpose, testing the samples 
nd correcting their shortcomings, 
ext determining the most desirable 
ethods of manufacture, the devel- 
pment and construction of tools 
nd machinery adequate to the job, 
ying out the plant for efficient 
w of work and planning the final 


oduction itself. All of which is 
equired before the first finished 
Oducts are turned out for use 

It Can Be Done 
‘In a great many cases the in- 
Cat devices that characterize 
dern warfare require plants that 


€ specifically designed and equip- 


fd with special machinery to do 
€ particular job. Where existing 
can be utilized, there = is 

ui required complete rear- 
ngement and re-coordination of 
int facilities to allow for in- 
lion of a vast quantity of 

W tools and machines, before pro- 
can get under way. It can 

be done and there is assurance 
every hand that the job will be 


FIRST in PHILLY 


'Udiences of Phila. Network Stations. 
*:15-" 30 A.M. Mon. thru Fri.=4 Mo. Avg. 


WFIL) 23.2‘. 
KYW 18.3° 
WCAU 6.3" 


5 listeners identitying station and program 
First with 46 other programs 


for LOWER COST Circulation 
: BUY WFIL 


carried forward most aggressively.” 

Mr. Sloan pointed to the 
rapid changes in military technol- 
ogy, pointing out that when design 
changes are necessary, further pro- 
duction delays are inevitable. 

Declaring that the problem of the 
defense and preservation of our 
American way of life is paramount, 
Mr. Sloan “the point to be 
kept in mind is that the seven per 
cent of our productive efforts de- 
voted to defense work can be made 
less burdensome if the other more 
than 90 per cent is maintained ac- 
tive and at high efficiency.  In- 
creased employment, expanded 
manufacturing volumes, the main- 
tenance of consumer buying power, 
renewed financial strength are all 
important elements in any program 
of national defense. Our internal 
economic defenses are the mainstay 
of our external defense.” 


also 


said, 


Appeals to Hotels 
in Paid Space to 
Retain Standards 


New York, July 25.—An appeal 
to hotel operators to avoid lowering 
of standards of in the face 
of increasing costs being voiced 
by Frank L. Andrews, president of 
the Hotel New Yorker, New York, 
in space being purchased in current 
hotel and restaurant publications. 
He explained his reason for pur- 
chasing so much advertising space 
to voice his sentiments on the sub- 
ject by describing himself 
practical operator interested in the 
future stability of the industry. 

Mr. Andrews, who is president of 


service 


Is 


as a 


the New York City Hotel Associa- 
tion, points out that “American 
hotel standards are the highest in 
the world because we have found 
it is good business to keep them 
high!’ He blames the European 


war and the resultant high taxation 
for the increasing of hotel 
operation and he urges adherence to 


costs 


present standards which will avoid 
“widespread price-cutting, unfail 
competitive practices, a general 


and morale and 
contidence!”’ 
expected to be re- 
be intro- 
regional 
from 


lowering of revenue 
a total loss of public 
This appeal i 
flected in 
duced in 
hotel meetings, 
Mi 
ved 


resolutions to 
city, state and 
judging 
Andre 
from 


reac- 
ws’ 
hotel 


gesture 


adv rece execu- 


WLAW Now SKW 


Station WLAW, Lawrence, Mass., 
ived notice from the Fed- 
Communications Commission 
been approved “un- 
broadcast as a five 


rece 


as 
and may 


llowatt station 


Tschudy to Newton 


Herbert Tschudy 
advertising manage! 


resigned 
the Blumer 


nas 


of 


<i> 


3rewing Corporation, Monroe, Wis., 


manager 
Newton, 


of 


advertising 
Ne u's 


become 
Daily 


to 
the 


la 


“Wall Street Journal” 


Adopts Volume Discounts 


Adding 
rate trend 


emphasis to a 
among newspapers, the 
Wall Street Journal has issued a 
new rate card which takes effect 
Aug. 16 and which offers frequency 
and volume discounts. The new 
schedule also includes discounts fot 
national advertisers using the New 
York and Pacitic Coast editions in 
combination 

The card offers 13, 26 and 52-time 
rates. A 10 per cent discount is 
offered for 26 insertions within six 
months, a 15 per cent reduction for 
52 space units used within six 
months, and a 10 per cent discount 
on 52 insertions placed within nine 
months. 


Boost WTM] Power 


Station WTMJ, Milwaukee, has 
been authorized by the federal com- 
munications commission to Increase 
its power from one kilowatt to five 
kilowatts full time. Previously the 
station operated on tive kilowatt 
power during the day and one kilo- 
watt at night Approximately 
$75,000 will be spent for the con- 
struction of directional antennae to 
take care of the increased power. 


growing 


Allen to KFBI 


Fred L. Allen, formerly commer- 
‘cial manager of KLZ, Denver, is 
now commercial manager of KFBI, 
Wichita, Kans. 


General Electric's 
Foreign Assets Put 
at $56,200,000 


N. Y., July 25.—In 
the disturbed conditions in 
Europe and elsewhere the General 
Electric Company its 
stockholders the company's ac- 
tivities and interests in the 


Schnectady, 
view of 


has advised 
ot 
interna- 
tional field in a quarterly report is- 


sued today. It points out that “at 
the present time the reserve for in- 
vestments of $24,267,000 and the 
general reserve of $19,811,000 to- 
gether aggregate $44,078,000 and 
therefore the entire $29,100,000 of 
net foreign assets outside’ the 
Americas could, if necessary, be 
written off against these reserves 
without affecting your company's 


earned surplus, which amounted to 
$124,310,000 at the close of 1939." 
The export and foreign business 
of the General Electric Company, 
outside of Canada, is handled by the 
International General Electric Com- 
pany, Ince “During the 
years,” the report, “approxi- 
mately 58 per cent of the total sales 
billed by the International Company 
represented goods exported to vari- 
ous countries in the Americas, and 
less than 15 per cent of the export 


past five 


Says 


21 
billing represented business with 
the British Isles, Continental Eu- 


rope and Russia.” 
General Electric's total 
and foreign investments at the close 
the were carried at a net 
book value of $140,561,000, after de- 
ducting the $24,267,000 
investments 
tal net 
31, 1939 was 


domestic 


ot year 
tor 
The book value of to- 
foreign assets of Dee 
$56,200,000, of which 
$27,100,000 represented the valua- 
of such Within the 
Americas, and $29,100,000 the valu- 
of such assets outside 
Americas. The latter amount con- 
$22,100,000 the British 
Continental Europe, $2, 
British 
in the 


reserve 


as 


assets 


tion 


ation the 


sisted of in 
Isles and 
300,000 in 


$4,700,000 


Dominions and 


Far East 


Bromo Seltzer Goes 
to Ruthrauff & Ryan 


Emerson Drug Company, Balti- 
more, has appointed Ruthrauff & 
Ryan, New York, its agency 
Fall and winter plans for Bromo 
Seltzer are now being formulated 


WBZ Holds Dedication 


as 


Station WBZ, Westinghouse out- 
let at Boston, dedicated its new 


50,000-watt transmitter with appro- 
priate ceremonies July 27. The Na- 
tional Broadcasting Company staged 
a half-hour program to mark the 
formal opening of the new plant. 


NASHVILLE 


Population—1940 


SOME UPS 


New Car Sales 31 

Commercial KWHs 13° 
Telephones 7‘ 
Bank Clearings : 9" 
Bank Debits . x 
Building Permits 49" 
Employment . ;, sa 


Nashville Banner, 


EVENING 


with an eye 
will note this new figure 


There are 31,896 


more 


to the future 


people in Metropolitan 


Nashville to buy your goods than there were in 


1930. Nor is this all that makes Nashville an out- 


standing market in which to sell your goods. 


In Nashville, the evening Banner and the morning 


Tennessean actually reach 96‘, 


of the families 


and this eliminates the 12.6‘; city duplication be- 


tween the morning and evening newspapers. 


Backed with newspaper advertising, your salesmen 


will make a 


market. 


success 


in this better-than-average 


NASHVILLE TENNESSEAN 


MORNING 


SUN 


NEWSPAPER PRINTING CORPORATION, Agents 


Kepresented Nationally by the Branham Company 


New York, Chicago, Detroit, Atlanta, Kansas City, St. Louis, Los Angeles, San Francisco, 


Portland, Charlotte, Dallas 


; : ; . io Te a 7, te ad aie ome Oi Fe, eee OE ee ie jait ey Bet ove ea. Sa 
ee Papas ee ies Oe at ee Phe in gt OE ie OLD 1 peat ale seem :, aie 
2 - * 5 : "i : "i ‘ - e ** cohen . a a 5 Feenel=s ets < Neg ‘ a eo : ee Se hb ‘a - nay te ¥ s at ba ela i i : ieee ; . 7 5 , i 
‘_ 4 a i a ° , a : i 
ae 
— LO veers ‘ 
; ee 
4 7) ess | eS oe = ial ae . . : _ 2 as: 7 
e - ae fe é 
; . Se ee eae 
- . . yee nn ae 
er oar rae 
= t ; a 7 — He ; 
a bs q a 
ed : os : _ 
’ ae a. 
eq . al ee 
Es - y Ly 
t ‘ set ¥ q 7 
; , ~ 2 * -— 
ed ~ s % 3 % . 4 . ” ae 
i- “¢ ¥ ie J ; ¢ a 
] ga _ « ? a : 
ai, le 3 Fe = 
ae . % x 3 4 
- “" a ‘ ss 
= o _ 
; . <— . ‘ aa 7 
es % " es : > —_— 
d Scot 4 2 i — 7 a 
A ; x 3 * = es é - 4 
) ce = = - 7 4a 
~é ial - Rae 
+S.) ¥ nye fig : ’ ie a ol : 
937 Z PA a Hating ht A 3 _ re 
‘ % ) aa A « ont. 
sory TTT ET TE OO Po 
7 o a Po 
} O- 
ccememsmensieiiiedinaimamdsenammniipepemnmanentemiaeceinainneiemececaeiaentine moras temnimmamemmaeiummeta 
t on 
3 i is 
wed 
ne 
intry | 
( d- 
r the aa 
4 per - oo 
B per Je ‘ 
ourth a 
. the : 
ANael = 
irried : 
es ol Bei Loa See a : chances SES ra coche nt 
eas aan ote Re Se Retian pin ccasecnh saan Se Shes a ( 
price aa Bees Se See eer ae sa ts a 
: Bes bate tas Ses oe SS So a 
ented ee Sees Soe oes me o8 ne 
ee ee eke Res ae Be cco ; 
7 See Sea Se soa ureters Se SRS ; 
as ot SS eet Sieshimuneneee a Rants os 
The ee ee a 3 ee 28 ee : 
se SEES See sa Se a Sch aaa: : 
thout poe as sae saa Spe Sa Seas . 
t Ree Shae ee ce ee ee a Be: 
ru etn hogs Saharan Bison mee ee os tt 
we ai Rica ae i se Sy fe Bee 
1 fac- ass Sere eee see Sata a ae Pe 
o Se Beanan Sa Ria Pees Ree Se ss ae oe 
ett : ee sar ee sa eae Bons stig Paces = 
Ki c 
Sea 
series . 
= es Census—/ Metropolitan Area | 
Pe Ser 
will be fer Se 
1 aaal- F go ve 
ll parts ¥ al s : 
; aaa ; a 
yuncing is —e, Be: 

. on 7 
ophone %. Go a > 
ing Jr., sae > 
or, gen- 

‘s] it M 
ote E MAN 
otners 
ne the 
t at th 
3 
. 
—=t | a ee ee ' 
VN! po a | 
ve ‘ ~ 4 
- . ’ . 
. tives a | aa 
CE. HOOPER SURVEYS | a ; 
i i a 
Pe : ee 
lit 
: a il 
7 ee 
T | N EL ; Ge 
arolina AE —————— Po 
3 ee | 
PAN} a ace 
ae ' — a — ee - 
akg 
ee Se ; pe 
4 Me ris She ry dese ‘ os 3 ‘ =. y é ; 4 ities ot Bes ; aol s: + vs F 3 ‘i Ks ; a 4 - f i , Bh. ake 
“eee et eee foe ; it eee ess % 4 ee 5 aa fx ; page: + eae x iA ig Sap = O hgte PSY: pee er ‘ ee ; 
iS ti eS, PE meee “ig @ 3 ee ey a ae 4. = oe | a * ge gees ili eh and my x ap ee HM a Oe oth wih: » Spo ae je ise a 
eg a age, Moor Sea ol 1 at Be ae tags vy pa NES ee ot ver aaah Oe ag i tae NBA ail oie 
ie 34. a a ee aa OE ete. Bes E as ae a re Wi Ae i aes mi yee Ee 


a 
v, » 
= 
~ 
- 
Pi i 


22 


ADVERTISING AGE 


sha ee 


July 29, 1949 


‘39 Radio Times Sales Put 
at $129,500,000 by FCC 


Sales Up 10.3°% While 
Expenses Increase 7.9%, 
Analysis Shows 


Washington, D. C July 23. 
Broadcast time sales for the cal- 
endar year 1939 amounted to $129,- 


$68,022, an increase of 10.3 per 
cent over the $117,379,459 reported 
for 1938, according to figures com- 
piled by the accounting, statistical, 
and tariff department of the Fed- 
eral Communications Commission 
and announced today. 

These figures, the FCC explained, 
are based on reports by the three 
major networks—Columbia Broad- 
casting System, Mutual Broadcast- 
ing System, and National Broadcast- 
ing Company—together with 705 
other stations, including affiliated 
stations whose time sales were be- 
ing conducted by Columbia and 
National at the end of the year. 

The total broadcast expenses of 
the industry for 1939 were $99,789,- 
920, compared with $92,503,594 for 
the previous year, an increase of 
7.9 per cent, according to the FCC. 
While the networks and their 23 
owned and operated stations had 
54.1 per cent of the total business 
last year, their proportion of the 
net business (after deduction of 
commission payments and amounts 
due to independent stations for net- 
work broadcasting) was 38.2 per 
cent, and the proportion of the 682 
other stations was 61.8 per cent. 
Time sales last year involved com- 
mission payments amounting to 
$17,405,414 as compared with $16,- 
487,200 the year previous. 

How Income Was Split 

The broadcast-service income 
(revenue less expenses) of the 
three major networks was $5,631,- 
228, or 23.9 per cent of the total, 
the FCC report says. That of their 
23 stations was $5,428,924 or 23 per 
cent of the total, and that of the 
682 other stations was $12,531,792, 
or 53.1 per cent of the total. 

Aside from sales for the use of 
Canadian and other extra-territorial 
stations in major network broad- 
the sales of major network 


PHOTOS 2+!°5c 


In lots of 100 or more 
Use actual photos in your catalogs. portfolios, direct 
mail, Glossy prints of your products tell your story 
more dramatically and effectively; help increase sales 
Just send us a photo and we will do the rest 
Send for quotations on any other size 


Commercial Photo, 41 W. 45th, N. Y. C. 


casts, 


time were $61,310,571, and = ac- 
counted for 47.4 per cent of the 
total time sales in the United States 
for 1939. Other classes of time 
sales and their comparison with the 


same classes for 1938 are included 
in the following: 
1939 - 
Ratio to 
total 
Class of Time Amount N 


Major network 
Time (U. S.) 
National non-net- 

work time 
Local time 
Regional network 


$ 61,310.57] 


30,472,053 
36,815,770 


time 869.628 O07 
Total $129,468,022 100.0 
1938 — 
Ratio to 

total 

Class of Time Amount N 


Major network 
time (U. S.)..$ 
National non-net- 


595,114,256 47.0 


work time 28,109,185 23.9 
Local time 33,402,801 8.5 
Regional network 

time 753,215 0.6 

Total $117,379,459 100.0 

The major networks, in addition 
to their domestic business shown 
above, had total sales of $1,311,- 
118 for network broadcasts over 


Canadian and other’ extra-terri- 
torial stations. 

While the foregoing paragraph 
compares each major class of sales 
in 1939 with that for 1938, the ac- 
tual changes within the’ classes 
were different, major network to- 
tal time sales being up = $6,- 
196,313, or 11.2 per cent: national 
non-network up $2,362,868, or 8.4 
per cent; and local up $3,412,969, or 
10.2 per cent. Receipts from 
gional networks by stations 
about the same for both vears 


reo 
were 


Many With Small Incomes 


The 1939 figures include reports 
from 186 stations which each had 
revenue of less than $25,000 for the 


year, compared with 175 for the 
year 1938. The 186 stations had 
total revenue of $2,224,807, com- 
pared with $2,520,026 for the 175 
in 1938. 

The figures released do not in- 
clude 11 independent stations, re- 
ports of which require further 
correspondence. However, the ag- 


|gregate amount of revenue involved 
jin these cases is less than $200,000, 
which is entirely non-network and 
consists mostly of local business. 
Nor do the figures cover 38 non- 
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There are a large number of concerns that 


render one type of service and do it well... 


*x THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 
of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION 


504 SHERMAN STREET °- 
Telephone WABash 7820 


——DAY AND NIGHT SERVICE—— 


CHICAGO 
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commercial stations, 11 extra-ter- 
ritorial stations, or 49 stations un- 
der construction or otherwise not 
in operation at the close of the year. 

The operating expenses of the 
nine stations operated by Colum- 
bia and National, and designed by 
them as key stations, are not sus- 
ceptible of direct allocation to net- 
work operations on the one hand or 
to station operations on the other. 
Therefore, the division of the ex- 
penses as reported by the networks 
between network operations and 
key station operations reflect arbi- 
trary determinations in some _ in- 
stances. 

All figures included in the tabula- 
tions are compiled from responses 
made for networks and stations in 
compliance with Section 1,361 of 
the Rules of Practice and Proce- 
dure of the Commission, except in 
the case of Mutual, which filed a 
report as information to the Com- 
mission in connection with the in- 
dustry survey. 


NAB Ties Huge 
Radio Promotion 
Drive to Election 


Washington, D. C., July 25.—An 
industry promotion program tied to 


the tremendous interest in politics 
which will grip the country this 
fall has been set in motion by the 
National Association of Broadcast- 
ers, Which expects the industry to 
ride the political bandwagon into 
all political camps under the ban- 
nered slogan, “Listen Before You 
Vote.” The drive will get under 


way officially Sept. 16 
Red, white and blue posters will 
be distributed throughout the coun- 


try which, besides carrying the 
slogan, “Listen Before You Vote,” 
also will have in smaller type at 


the top, “Radio Serves the Nation,” 
and, at the bottom, “Check Your 
Newspaper for Time!’ The poster 
is so printed that space is left un- 


der the word “Listen” for imprint- 
ing. For instance, a_ political can- 
didate can insert his name so that 


the poster reads, “Listen to Whosis 
Before You Vote.” Or a radio man- 
ufacturer can insert, “Listen with 
a Superhet Before You Vote.” In 
this way the NAB believes it will 
get unusually wide distribution of 
the poster during the fall presiden- 
tial campaign 


Expects Direct Benefits 


The NAB confidently labels this 
program as “the greatest sales pro- 
motion radio has ever had” and so 
sweeping is its scope expected to 
be that many “die-hard” non-radio 
advertisers will be landed in sales- 


men’s nets. “Today broadcasting 
has the ear of the nation to such 
an extent that it reaches a larger 


number and moves its listeners more 
effectively than any other method of 
dissemination,” members of NAB 
are advised. “Radio is, in fact, the 
cornerstone of democracy. Believ- 
ing this, we sought the opinion of 
a cross section of nationally impor- 
tant, non-political groups. There is 
not a_ single discordant note in 
their replies. And there isn't 
hard-boiled broadcaster in the busi- 
who won't thrill at this out- 
pouring of confidence in our great 
medium.” 

Among those who have tossed 
bouquets at the “Listen Before You 
Vote” program are William Green, 
president of the American Feder- 
ation of Labor; Mrs. Henry M 
Robert, Jr., President General of 
the National Society Daughters of 
the American Revolution: Mrs. 
Saidie Orr Dunbar, president of the 
yeneral Federation of Women’s 
Clubs; Morse A. Cartwright, direc- 
tor of the American Association for 
Adult Education; Henry H. Hei- 
mann, executive manager of the 
National Association of Credit Men, 
and many others. 


ness 


Seek Further Endorsements 


Local radio stations are urged to 
jsecure further endorsements from 
leading citizens and organizations in 
their respective areas. The “Listen 
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LARGE ROUND 


WORMS 


Jayne's Vermifuge is 110 years old, but 


few changes had been made in_ its 
package before this new carton was 
adopted. The big red "J" and other 


familiar elements of the old design are 

retained to help regular users identify 

it quickly, but other features designed 

to insure better shelf display and easier 

recognition of the function of the prod- 
uct are incorporated. 


Before You Vote” theme will be 
urged for mention in various pro- 
grams and for use in advertising 
copy. Sales promotion letters will 
be built around radio’s place as a 
servant of democracy. 

Although not a direct part of the 
“Listen Before You Vote” campaign 
the NAB has issued a booklet en- 
titled, “Is Your Hat in the Ring?” 
which gives some pertinent direc- 
tions for making a_ radio. talk 
achieve its maximum effectiveness. 
It also quotes regulations of the 
Federal Communications Commis- 
sion regarding broadcasts by candi- 
dates for public office and quotes 
figures showing how the _ increase 
in number of radio sets has tremen- 
dously increased the number of 
ballots cast in elections. 


Burma Shave 
Jingle Contest 
Prizes Offered 


Minneapolis, July 25.—Burma 
Vita Company here is launching a 
mid-summer talent hunt for rhymes 
to use in the famous serial road- 
side Burma Shave signs. 

To spur on the free lancing rhym- 
sters 20 first prize awards of $100 
each are being offered with 100 con- 
solation prizes of $2 each. All en- 
tries must be accompanied by car- 
ton front showing price. The 
contest will close with entries post- 
marked up to midnight Aug. 31. 

The contest is being publicized 
with space in Esquire, Outdoor Life 
and The New Yorker. Olmsted- 
Hewitt, Inc., Minneapolis, has the 
account. 


Gardens to Geraghty 


Philadelphia Gardens, an outdoor 
ice skating rink and dance floor, has 
placed its advertising in the hands 
of John B. Geraghty Advertising 
Agency, Lansdowne, Pa. News- 
papers, car cards and radio will be 
used. 


CKWX Now 1000 Watts 

CKWX, Vancouver, B. C., has in- 
creased its power from 100 to 1,000 
watts 


Set National Copy 

at $383,000,000 

in 4 Media in ‘39 
Newspaper Group |. 


sues New Study of Ex. 
penditures 


New York, July 25.—Nationa! 
vertisers spent $383,390,357 in 1939 
in newspapers, magazines, netw 
radio and farm journals, accord 
to a study of expenditures by cl s- 
sifications issued by the Bureau of 
Advertising, American Newsp: 
Publishers Association. 

Of this total, newspapers recei\ ed 
$151,861,463 or 40 per cent of ‘he 
total; magazines, $136,610,073, or 36 
per cent; network radio, $82,099.£ 40, 
or 21 per cent; and farm papi rs, 
$12,818,981, or 3 per cent. 

The study, the first of its k nd 
issued by the Bureau, lists the «x- 
penditures of all national advertisers 
in the 23 major classifications, «nd 
51 sub-classifications, of Media 
Records. Magazine, radio and farm 
paper figures were obtained from 
Publishers’ Information  Bure.ju 
while Media Records did the com- 
pilation and furnished newspape 
statistics. 


Groceries Biggest Classification 


Grocery advertisers were _ the 
heaviest spenders in the four media 
combined in 1939. Advertisers rep- 
resented in this classification spent 
$91,062,010, or 23.75 per cent of the 
total of national advertising in these 
media. 


The nine next largest classifica- 
tions in the four media combined 
were: automotive, $59,593,591 
toilet requisites, $42,881,384; to- 
bacco, $33,938,103: medical, $25.- 
661,289; alcoholic beverages, $25,- 
059,236; housing equipment, $18,- 
104,970; transportation, $13,405,575 


wearing apparel, $10,653,740, and 
industrial, $10,591,023. 

The ten largest national advertis- 
ing classifications in newspapers, 
and the amounts spent, were: gro- 
ceries, $32,983,001; automotive, 
$26,525,420; alcoholic beverages, 
$16,878,707: tobacco, $14,317,857 
medical, $10,772,399; toilet requi- 
sites, $9,804,950; transportation, 
$9,516,575; publications, $6,071,037 
public utilities, $6,032,464, and 
housing equipment, $4,983,595 


Auto-Lite Offers Kit 

USL Battery Corporation is stimu- 
lating summer battery sales fo! 
Auto-Lite with a promotion kit fo. 
dealers which includes a 3x 5-foot 
store front banner in four colors, 
five-piece, four-color window dis- 
play, counter cards and special die- 
cut price tags 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 
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J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA 


* ADVERTISING AGENTS 


~~ tae el eee te — © Pe eR Por at, SO i ape es <i Se Sepals é 
eS ee: S 3 Lae Se Oe er ae ids ‘ eae or 2 v4 al ee ee eS ’ ; 
: “ = : Py ; ee BD : p en - net Sob S » oe LER ie 3 a 
ee 
eon 
._ 
7 “- = a fe 
4 x _ SE 
a oe ee 
i> 
ht | ‘ a ¥ ; : 
> % yy Pee 
is a ean 
ce 
7 3 
{ § a 4 ; AY 
= + 
on 
its VERMIFUGE |.” 
oS 
on ; yo asi 
—,? 
= ay ry 
ie bes 47.4 we 
ee iA \A/ wr 
fe. ae ::.: fis 6202 
* ae. 28.4 ; Vet 
7 oN_ ig 
i, eee 
E aa) Ay: * g! Lad 
‘ , oh oe” 
2 mY f') “e 
an = a 
aoe © 
Po Se 
; 3 
on 
. | 
ee 
= Cn ELD : 
mee be r . be , 
a ae 
ae ae 
ee | 
Puma! a 
Re 
<. f 
is Beri: : ( 
> Us f 
oy 
ie 3 
ee Se : 
- a . 
ae Pe ee 
aoe _ 
ant k 
Cee ‘ — . 
7 a a . 
qa 
oe) , 
7 b 
hie a 
cs n 
: i 
Wxsinaate. 
Melee: i 
ae a V 
~~ 3 W 
i . 
Pe ee % cl 
a — 
“oe ian >. is 
oa wv it 
: am = fi 
-* | 
ee i 
Pi te 
- i 0 
ee | 
. 7 fo 
; | a ee | 
im , 
-— 
a 
, : 
es a SSO 
ts ; 4 12 
. REGINA 
a a Ll = 
: om a 
x eae 3 zs ; ec 
} —_ — — — —_ — VAN vee ‘ 
“ 
x é 
2 Zl 
ie ' : 
‘0 hos i ? x! baie Sates f : % — ~ " ma i be 3 is as =F = ps ‘ ‘ee Pe AF a * i : Lam : J ¥ 3 : » Prat Sa . he 2 ate! 4 a. _ a 2 oe 
abies nee EEO ME Te > Pate ene ts epee ; a pe Ale a. 2 ae Poe Ebeegiee  tl ater eee ses a4 ‘Ne 
r? iin ce ~ Thay, eens Tes RO Sr eee: ey ry Ales rs a a PAE Rs goo meet ME ER: 2 7 = “9 
sg ee a are ee ys + a Sees Se 7h. ae AC arene oo et ae cy aoe 


imu- 
fo 
it for 
= foot 
yrs 
dis- 
| die- 


| 


yur 


July 29, 1940 


vhe 
a, 


ADVERTISING AGE 


mse 


_ 
a 


Drastic | Regulation 
of Sales Practices 
Announced by State 


Verbal Misrepresenta- 
tion Banned in Wiscon- 
sin Edict 


ladison, Wis., July 24.—The state 
department of agriculture has issued 
an order regulating the activities of 
retail roofing and siding firms and 
requiring eight Wisconsin firms to 
“cease and desist from using meth- 
ods and trade practices in the sale 
of roofing and siding that mislead 
or tend to mislead or deceive pros- 
pective customers.” The order is 
notable not only because of its 
broad scope, but because it specifi- 
cally bans certain verbal, as well as 
written practices. 

The order, issued after hearings 
held during May, June and July, 
prohibits Wisconsin roofing firms 
from engaging in the _ following 
prac tices: 

1. To tell or represent to a pros- 
customer that his home is 
to serve as a “model home,” an “ad- 
vertising job” or any similar repre- 
sentation. 

2 To tell or represent to a pros- 
customer that he will be 
paid a commission for any other 
business Which the company may 
get in the vicinity or within a cer- 
tain distance of the customer’s home 
and as a result the cost of his im- 
vement will be all paid for in 
this way or will be greatly reduced 


pective 


pective 


No Special Prices 


3 To tell or represent to the 
prospective customer that he _ is 
given a “wholesale price,” “a spe- 
cial price,” “at cost,” or at a con- 
fidential discount, or that any 
special and discriminatory consid- 
eration is to be arranged for his 
particular benefit. 

4. To tell or represent to a pros- 
pective customer that the president 
of the company, or some other high 
official of the company, is near at 
hand and can be called in to give 
a special discount or grant a par- 
ticular favor, or that if the offer 
is not accepted forthwith on that 
day, it will be withdrawn or 
given to someone else in the neigh- 
borhood, when in truth and in fact 
no special offer or concession is be- 
ing made 

5. To give any guarantee that 
is not specific, definite and clear, and 
which the seller is not in a position 
to or is unable to comply with or 
which the manufacturer does not 
give to his customers. 

6. To represent to a prospective 
customer that the siding or roofing 
is an incombustible material or that 
it has any bearing or relation to 
fire insurance rates or will result 
in any allowance or credit on fire 
insurance unless in fact the material 
is incombustible. 


Quick Deliveries Barred 


To make use of inaccurate 
tatements and_ representations 
Which have the capacity to or do 
tend to mislead or deceive the cus- 


To make hurried delivery of 
materials for the purpose of “spik- 
ng’ the job and for the purpose of 
lorcing a customer to comply un- 
Villingly with the terms of a con- 
tract with which the customer is 
Ot in agreement. 
¥Y To apply a small amount of 
la'erial and tell the customer it 
lone as a test of some kind, 
‘hen in truth and in fact it is done 
) the seller can claim work has 
tually begun on the job and force 


BLING 
Va 


~— 


the customer into complying un- 
willingly with the terms of the con- 
tract 

10. To represent to the prospec- 
tive customer that in case he is out 
of work for any reason or is unable 
to make the monthly payments re- 
quired by the contract, that he is 
fully protected by an insurance pol- 
icy when such is not the case. If 
such a policy is issued, it shall be 
in an insurance company authorized 
to do business in Wisconsin and the 
original or a true copy shall be left 
with the customer. 

11. To represent to a prospective 
customer that he is to receive ma- 
terial manufactured by ae well 
Known concern and that it will be 
of a certain quality and weight and 
then deliver materials of inferior 


quality and weight than the sample 
shown or that is an imitation of the 
trademark, trade name, brand, label 
or other marks of identification of 
competitors. 

12. To make untrue or deroga- 
tory statements or criticisms of a 
competitor, his materials, workman- 
ship, reputation or responsibility. 


All Agreements in Writing 


13. To wilfully induce or at- 
tempt to induce the breach of an 
existing contract or contracts be- 
tween competitors and their cus- 
tomers, or their suppliers, by any 
deceptive means whatso- 
ever, or wilfully interfere with or 
obstruct the performance of any 
contractual duties or 
any means, with the 


false or 


services by 
purpose of 


unduly hampering, injuring or 
prejudicing competition. 

14. To charge a customer a price 
Which is based, not upon reason- 
able value and costs, but upon an 
arrangement between seller and his 
representative by which the repre- 
sentative’s 
upon an 
price 

The order further provides that 
all contracts and agreements be- 
tween buyer and seller must be in 
Writing and that all prices must be 
reasonable and based upon prevail- 
ing market conditions. 


compensation is based 


overcharge or inflated 


“Fashion” Adds to Staff 
Fred C. Blanchard and Stephen 

E. Gegus have been added to the 

Eastern sales staff of Fashion 


Oklahoma Food Law 
Now in Effect 


Products made and sold in Okla- 
homa must now comply with the 
state’s new food law which con- 
forms with the federal pure food 
and drug act and which went into 
effect July 1. 

The new statute deals primarily 
with the labeling and adulteration 
of foods, drugs and cosmetics, and 
revises regulations pertaining to 
sanitation, both in manufacture and 
display of foods. The state health 
department is responsible for the 
law's enforcement 


WORL Names Rambeau 


William G. Rambeau Company 
has been named national advertis- 
ing representative for radio station 


‘'WORL, Boston. 


ments 


view point, 


for Producing Ideas.” It 


problem which confronts every 


of business 


SAN FRANCISCO + 


AMES W. YOUNG, director of the Bureau of 


Foreign and Domestic Commerce, and former- 
ly one of the brightest stars in the advertising fir- 


mament, has written a book he calls “A Technique 


gets at the primary 


man in adver. 


tising, merchandising and other creative depart. 


from a new and exciting 


It's short—you can read it in half an hour— 
but you will spend a lot longer than that ponder. 
ing his words of wisdom. He will open new roads 


to the goal of learning how to find that new copy 


THE Biggest 


LITTLE BOOK 
YOU EVER 


SAW ! 


ih 


theme, that new sales plan, that new idea in 
design! It's a book you'll not only want to read 
and keep for reference, but to give to your friends 
and associates—especially the younger men who 


have not yet learned intuitively to create ideas 


in the Young technique. 


Leo MeGivena has written a sparkling intro. 
duction which is just as stimulating as the rest of 
the book. So if you want to get a lift from an 
idea, this book, small in size and denuded of the 


tonnage of words, will supply it! 


Order your copy now—the price is $1 postpaid. 
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ADVERTISING AGE 


July 29, 1949 


Two Gulf Oil 
Officials Die on 
Successive Days 


Pittsburgh, July 23.—Gulf Oil 
Corporation lost two of its officials 
by death last weekend, Howard C 
Meyer, general manager of refined 
and dy- 
ing July 20 and Einar Rygg, assist- 
ant advertising manager, dying sud- 
denly July 19 Funeral 
were held for Mr. Rygg yesterday 
and for Mr. Meyer today. 

Mr. Meyer, who was 53 years old, 
had been ill but a short time. Be- 
fore joining Gulf Oil in 1920 he had 
been purchasing agent for the Alle- 
gheny Steel Company and had been 
employed by the Vacuum Oil Com- 
pany of New York. 

Mr. Rygg had_ recently been 
elected first vice-president of the 
Pittsburgh Advertising Club. He 
also was a member of the publica- 
tions committee of the Pittsburgh 
Chamber of Commerce. He _ had 
been with Gulf Oil for six years. 


H. Coy Glidden, 
Agency Veteran, 
Dies Suddenly 


Chicago, July 22.—H. Coy Glid- 
den, who, as one of the most per- 
suasive salesmen of his time, helped 
to make Williams & Cunnyngham 
one of the country’s largest agencies 
during the early twenties, died here 
yesterday. Mr. Glidden, who was 
63 years old, suffered from an in- 
curable disease which a week ago 
resulted in almost complete paraly- 
sis. Funeral services were held 
today. 

Though Mr. Glidden had a varied 
career in advertising, he was fond 
of recalling the years immediately 
following the world war when he 
became new business getter extra- 
ordinary for Williams & Cunnyng- 
ham. Among the accounts he 
brought into the fold were Listerine 
and Morton's salt, which joined 
such proud names as Lucky Strike, 


oil sales sales operations, 


services 


Old Dutch cleanser and Hart, 
Schaffner & Marx in the agency's 
list. 


While Mr. Glidden also did more 
work on some of the ac- 
counts he signed up, he recognized 
that his chief talents were as a 
“bird dog” and he devoted most of 
his attention to. scrutinizing the 
horizon for likely prospects. 


His Biggest Sale 


A native of Michigan, Mr. Glid- 
den began his business career as a 
reporter for the Detroit Free Press. 
Later he became editor of Yacht- 
ing, Where he also gratified his 


ER E E with your 

first Order 
Jar and Brush FREE with your first order 
S$ S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75 
per gel. postpaid. For Friskets use S$ S$ Spe- 
cial Frisket Cement, $3.50 per gel 


6S RUBBER CEMENT CO. 


3438 Wo Halsted St. CHICAGO, ILL 


or less 


penchant for calling on obdurate 
advertisers to such good effect that 
he was eventually signed up as a 
salesman for Butterick Publishing 
Company. He made frequent calls 
on Williams & Cunnyngham for the 
Butterick and made such a 
favorable impression that in 1918 
the agency signed him up for its 
own sales staff. 

Mr. Glidden remained with Wil- 
liams & Cunnyngham for five years, 
resigning about 1923 to form his 
own agency. While he made a com- 
fortable living, he failed to land the 
type of account he had in mind 
when he launched the’ venture, 
learning the lesson that a successful 
agency represents a delicate blend- 
ing of different skills which is easy 
to visualize, difficult to achieve 

He served a number of other 
agencies in the early 1930's, includ- 
ing Critchfield & Co., and in the late 
years of that decade formed a re- 
search organization, Glidden & Wile, 
which was. dissolved when Mr. 
Wile migrated to Florida two years 
ago. 

A widow, Alice, and three daugh- 
\ters survive. 


E. H. Maytag. of 
Washing Machine 
Company, Is Dead 


Newton, Ia., July 24.—E. H. May- 
tag, chairman of the board of direc- 
tors and president of the 
Company, maker of washing ma- 
chines, who died Saturday night at 
his summer home at 
Wis., was buried here 
for a week, a heart attack 
immediate cause of death. 
56 years old. 

Mr. Maytag’s 
Frederick L. Maytag, 
washing machine business 
In 1928 E. H. Maytag 


papers 


father, the 


in 1907 


a trust for Maytag employes which 
Every employe 
with a continuous employment rec- 
ord with the company of five years 
his pro 
rate share being paid at the time of 
death or in instalments after becom- 


grew to $200,000. 


was eligible to participate 


ing 60 years old. 


Besides heading the washing ma- 
was 
County 
also 
Kellogg Savings 
Bank in the neighboring community 


chine company Mr. Maytag 
president of the Jaspar 
Savings Bank, Newton, 
president of the 


and 


of Kellogg. 


MORRIS ECKLEY MUTCHLER 
Buffalo, N. Y., 
Eckley Mutchler, 


July 
former 


Company of Buffalo and genera 
sales manager for many years, diec 


suddenly in his home at Kenmore, 
1888, 


schools 


N. Y., July 22. Born Sept. 10, 
in Easton, Pa., he attended 


in Pennsylvania, Ohio and Buffalo 


Long a well known figure i 
national boat, marine and 
circles, Mr. Mutchler had 
sociated with the Sterling 
zation since 1913. First 
in the purchasing 
became advertising 
of the firm and then sales manage! 


employec 


soon 


Maytag 


Lake Geneva, 
today. Ill 
was the 
He was 


late 
founded the 
: Mr. 
established the 


23.—Morris 
advertis- 
ing manager of the Sterling Engine 


yachting 
been as- 
organi- 


department, he 
manager 


VITAMIN PARADE 


Neuithe ut Paves 
Milk 


Vitamins take visible form in this display 

supplied distributors by Sealtest, Inc. It 

was produced by National Process Com- 
pany. 


He joined the United States Navy 
during the World War, serving as 


chief petty officer. 


In recognition of his achievement 
in the marine engine field, he re- 
cently was awarded a medal given 
annually to the man who has done 
the most to help advance the in- 


dustry. 


ALBERT VINCENT POLLOCK 
New York, July 25. 
cent Pollock, controller of J. 


Tuesday 
while 


heart 
was 54 


following a 
motoring. He 


attacks during the past year. 
Pollock was associated 
financial end of the 
operations for 31 years. 


served as assistant 


mittee of the Four A’s. 


ROBERT S. COLE 


Des Moines, Ia., July 22 


Saturday at home. 
caused by a heart attack. 
had suffered a 
fluenza four 


Death 


months ago, and 
that time. Mr. 


sociated in the 


Cole 
agency 


ception in 1928. 
| GEORGE WEST GAIR 


1 New York, July 23. 


Gair, chairman of the 


was 67 years old, and had _ been 
Nactive in the packaging concern 
founded by his father since’ he 


was 14. 


1 
chairman in 
president in 
head the 


and board 
resigned as 
continued to 


was also president of Gair 


Corporation and 
Inc. For 


Gal 


of the Westport 


Board of 


Make Stoker Agreement 


The Koppers Company 


ae, 


ar: 


Bryant Heater Company 
facturing and 
Bryant Company of a 


developed by Koppers 


coke 


National Carpet Cleaning 


Gor Short Runs: M-W 


a? 


Gor Long Runs: M-W Phote-Ojfset or Letterpress 


M-W ECONO-PRINT (Planograph) is ideal for your short-run” booklets, 
broadsides, folders, house organs, maps, posters, sales bulletins, 
window strips, and the like, where only a small quantity is needed. 


Saves you time and money on many types of moderate-size jobs. 


x Phone Calumal 7200 01 Waite — 
 MAGILL-WEINSHEIMER COMPANY 


1320-1334 SOUTH WABASH 


AVENUE - CHICAGO, ILLINOIS 


exe 


pany, of Jersey City, N. J., 
tained Koretz, Kopel, 
ot Newark, N. J., 
vertising account 
prepared for the 


Plans are 
Fall campaign 


Joins “N. Y. Post” 


Estelle Hamburger has 


New York Post as publicity 


retail advertising. She 
cently as 
Thorpe, New York 
recently published 
Woman's Business.” 


“It's 


book. 


pe deer a 


Albert Vin- 
Wal- 
ter Thompson Company, died here 
attack 
years 
old and had suffered periodic heart 


with 
agency’s 
Before be- 
ing appointed controller in 1935 he 
treasurer. He 
was a member of the policy com- 


George West 
board of 
Robert Gair Company, died July 21 
at his home at Westport, Conn. He 


He became vice-president of the 
company in 1903, president in 1920 
1927 He 
1931 but 
board He 
Realty 
Properties, 
19 years he was chairman 
Finance 


and the 
have 
reached an agreement on the manu- 
marketing by the 


stoke! 


Com- 
has re- 
Ideas, Inc., 
to handle its ad- 
being 


Robert | 
S. Cole, 35, president of Cole’s Inc., | 
Des Moines advertising agency, died 
was 
Mr. Cole 
severe atteck of in- 
had 
not regained complete health since 
had been as- 
with his 
brother, James L. Cole, since its in- 


National Carpet Appoints 


joined the 
direc- 
tor to promote the paper to its ad- 
vertisers and readers, and to direct 
resigned re- 
vice-president of Jay 
She wrote the 


«al 


—— 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,’ d 
“Representatives Available,” 30 cents a line, minimum charge §1. Trrms 


cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


% in., $2.75; 1 to 


POSTTIONS OPEN 
SALESMAN WANTED 
Hit radio show with proved record of 
success now transcribed for regional 
and local sponsorship Wanted sales- 
man experienced traveling, calling on 


department stores banks, diuiries, 
bottlers, bakers, ete. Exclusive terri- 
tory Straight commission. State ane, 


experience 
sox BOTS, 


ADVERTISING AGE, Chero 
Advertising service salesman for corn- 


tact work with advertising agencies 
and national advertisers N. Y. terri- 
tory High wrade Under 45 Salary 


open Occupational, 310 38 
Ave., Chicago 

POSTTIONS WANTED 
Advertising Assistant, employed, de- 
sires agency connection (ood copy, 


Michigear 


excellent layout man. Wants position 
With more opportunity in copy and 
layout work University wewraduate 
age 22 


Box 3076, ADVERTISING AGE, Chee 
A Big Help to Advertising Budgets— 
FREE-LANCKE copy, avout, tdeas, 
Box 3076, ADVIERTISING AGE, Chgeo 
Sec.- Asst.-Copywriter-15 
adv.-pub. edit. fields 
ative Versatile 

for busv executive 
Protestant, 36 vrs 
ADVERTISING AGE, N. ¥ 
For KRent—t BRAIN: In excellent con- 
dition College trained les pec ially 
useful on sales correspondence (‘ler 
ical and selling experience 

Box 3079, ADVERTISING AGE, 


years exXp. 
Competent, cre- 
“Girl Friday” 
or small adv. agey 


Good 


Chere 


— 


AVAILAHL 4 
REPRESENTATIN b— 1 \. 
perienced advertising salesmat 

New York City office, desires 

resent established trade publi 
commission basis 


Box 3080, ADVERTISING AGE 


PULUBLISHER(S REPRESENTATIY pO 
experienced advertising space 

man, Wire acquaintance, N.Y.C 

wants KFastern representati: 
lending publication, commission | 
Box 3054, ADVERTISING AGE 


REPRESENTATIVES 
HASTERN 


MISCELLANEOUS 
“PARENTS CLINIC" 


Copyrighted 1940 by 
Frank W. Raymond Jr., Chi: 
Don't be a “Fall” Gay! Plan» our 
Autumn Promotional Pieces Noy 


Ise Laurel's lmproved Proces 
economical Reproductions Baw 
Folders, Catalogs 

aoe (St4.x11") copies $2.62 

additional hundreds 22 
Quantity Runs Lower—Color Ws 
Send for Free Informative Ma 
In Met. N. Y. ask for Represent; 
WAlker 5-0526, 


Laurel Process, 480 Canal St... No 4. ©, 


PHOTOGRAPHY 
10004K) stock pictures, all subjects, 
(iver 1,200 correspondents oN te 
photo assignments anywhere it s 
promptly, at low 
ree-lance Photographers Guild 

21% Kast 44th Street, N.Y.C 

Mlrray 


cost! 


Hill 2-3810 


Price Behavior 
Study Being 
Readied by TNEC 


Washington, July 24.—A_ price 
behavior study is being prepared 
by the Committee staff of the Tem- 
porary National Economic Commit- 
tee, it has been disclosed by TNEC 
officials. The survey, said to be 
one of the most comprehensive 
ever made, will be completed in ap- 
proximately two months. 

This study is in line with Com- 
mittee procedure 
statements on the 


since 
price 


periodic 
situation 


| have been published from time to 


time following the President's re- 
quest, several months ago, that the 
Committee concern itself with price 
rises. The present report is ex- 
pected to follow previous TNEC 
price statements and simply present 
the findings and not urge 
remedy or control of the 
structure. 

Another means which may be 
used in attacking alleged unjusti- 
fied price increases is the FTC sur- 
vey of the relative 
large and small businesses. This 
work is being done by the Com- 
mission at the request of the TNEC 


any 
price 


efficiency of 


It is possible that results of this 
study will be used in connection 
with price control regulatory pro- 


cedures 


Radio Station Wins 


Suit Over Records 

New York, July 26.—The U. S 
circuit court of appeals has ruled 
that purchase of a phonograph rec- 
ord entitles a broadcasting station 
to play that record over the air, in 
a case involving injunction proceed- 
ings brought against Station WNEW 
by RCA Mfg. Company and Paul 
Whiteman, in which an injunction 
was obtained forbidding the station 
to use Whiteman recordings, be- 
cause such use was said to violate a 
ban on broadcasting which appears 
on the face of the record 

The court decision apparently 
gives radio stations free right to play 
recorded music. with or without the 
manufacturer's or author’s permis- 
sion, providing the regular copy- 
right fee is paid, the case in point 
being covered by the existing 
blanket license from ASCAP 


Newspaper Copy 
Linked with Radio 
in Store Drive 


Rochester, N. Y., July 25.—News- 
paper copy and radio time were 
used here by the Wegman food stor 
chain in what was called a “Weg- 
man’s- WHEC Hand - Shaker” t 
promote store products which are 
advertised over WHEC. 

In return for the newspaper pro- 
gram boost WHEC aided the stor 
with national product merchandis- 
ing helps. Window displays and in- 
terior signs illustrating WHEC’s 
programs and the sponsor's prod- 
ucts were other links in the market- 
ing chain. 

The agency handling the adver- 
tising is Hart-Conway Company 
Inc., Rochester. 


RCA Arranges Tie-up 
With Musical Comedy 


RCA Mfg. Company, Camde: 
has arranged an advertising tie-ul 
with the Broadway musical comed) 
“Walk With Music.” Dealer adver- 
tising in New York dailies featur 
the slogan, “Walk With Musi 
promoting the sale of RCA’s ne 
camera-size “Personal” radios 

Copy pictures” Kitty Carlisi 
Francis Williams and Betty 
ford, stars of the show, in a w: ng 
scene with the RCA set slung é 
their shoulders. The receivi! 
is also featured in one scent 
production, and usherettes 
sets tuned in to a musical p 
while ushering patrons t 
seats 


Schmid Joins Paper 
William G. Schmid, for t 


decade a director of Cor 
Gallia Textile Corporatio 
York, has been named vice 
dent of Department Store 


published by Floyd-Harriso1 
lishing Company, New York 
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Adds Fleischmann’s Yeast 
Kenyon & Eckhardt, Inc., New 
‘ork, has been appointed to handle 
Ne .dvertising of Fleischmann’s foil 


Pas 


Pan 


Selectroslide to West “Star Journal’ Celebrates 


The Selectroslide Company of Dedication of the new plant of 
America has transferred its national the Minneapolis Star Journal was 
headquarters from the East to 8630- celebrated with 
32 Sunset blvd., Los Angeles attended by 


a 3-day open house 
persons 


16.000 


Swift Releases 
Test Copy for 
New ‘Silverleaf’ 


(Continued from Page 1) 


ten solid years Swift scientists 
worked to give you a product such 
as this! 

“First, they achieved a lard that 


was truly bland—completely taste- 
less, odorless. But that wasn’t 
enough. They wanted a lard that 


would be protected against rancid- 
itv. That meant more research! 
“Finally this research vielded an 
amazing discovery. A method of 
making a odorless lard 
that keeps that way. It’s the New 
Bland ‘Silverleaf’—made by a pat- 
ented process exclusive with Swift. 


tasteless, 


“For 60 years the brand name 
Swift's ‘Silverleaf’ has meant the 
finest in pure lard—far and away 
America’s favorite for pies. Now 


the New 
America’s 
ening.” 


Bland 
finest 


‘Silverleaf’ is 
all-purpose short- 


This block of copy concludes with 
the statement that the new Silver- 
leaf will save the housewife up to 
one-third on shortening costs 


Testimonials Are Localized 


The central story is supplemented 
by testimonials by local persons, 
each reciting a detinite new attrib- 
ute of Silverleaf. A housewife will 
testify that the improved product 
meets every requirement of the most 
exacting cake baker. A grocer will 


advise readers that Silverleaf stays 


fresh at room temperature, being 
protected against rancidity. He will 
recommend the new three-pound 
tin The chef of a leading hotel 
will say that Silverleaf’s new high 
smoke point of over 420 degrees 


makes it perfect for 
a famous 


frying. Finally, 
home economist will as- 
sert that Silverleaf possesses 26 per 
cent more” shortening 
costlier rivals 

For homemakers who accept this 
apparently overwhelming 
with a grain of. salt, 
solicit a trial of its new 
with a “double your 
offer The modus 
simple that it is expected to com- 
mend itself forcibly to prospects 
Buyers are asked merely to test a 
pound then, “If don't 
agree that it’s finer than any other 
lard you've ever used, send us a flap 
from the carton, your name and ad- 
dress and your dealer’s name and 
we'll return to you double the price 
you paid for it.” This offer appears 
over the signature of Martha Logan, 
home economist for Swift & Co 


power than 


evidence 
Swift) will 

Silverleaf 
money back” 
operandi is so 


carton, you 


Introduced to Economists 


Swift) introduced the 
verleaf to 50 
business at a luncheon at a 
cago hotel yesterday 
the features of the 
Was explained, is the 
minute quantities of 
protect the lard 
Gum guaiac is 
sap of the tropical 
By the addition of minute quanti- 
ties of this vegetable material, the 
assembled experts were told, it ha 
been found possible to protect lard’ 
natural ad and at the 
same time to keep it fresh when 
the lard is exposed to air without 
refrigeration. A direct result of re- 
tarding or preventing oxidation | 
protection of the linoleic constituent 
which is an important health factor 
of lard. The use of gum 
patented by Swift & Co 

It was reported that the new Sil- 
verleaf meets all of the housewife’s 
conception of perfect The 
new lard is snow whiie and has a 
smooth, attractive texture. It ha 
a long plastic range, which means 
that it may be handled easily under 
any temperature conditions and iti 
one of the most digestible fats. The 
usual price for the three-pound can 
will be 34 cents, compared with 
from 45 to 47 cents for hydrogen- 
ated 


Sil- 
economists in 
Chi- 
One ol 
lard, { 
addition of 
gum gualiac to 
against 
obtained 


new 
home 


new 


rancidity 
from the 
Zualiacum tree 


vantage 


fualac | 


color 


vegetable shortenings 
New Outlets Available 


An interesting result of Silver- 


leaf’s resistance to rancidity is that 


WINS PROMOTION 


Richard Heath, formerly on the executive 
staff of Leo Burnett Company, Chicago 


been 
president 


who has named executive vice- 


of the agency. 


distribution will be multiplied many 
times. Heretofore, most lard has 
been sold in one-pound packages by 
meat markets which have complete 
refrigeration facilities. Every gro- 
cer, whether or not he operates a 
meat market, is now a_ potential 
outlet. Display will be greatly sim- 
plitied, since formerly dummy car- 
tons were used almost exclusively 
in view of the perishability of the 
product 
Vernon D 
manager ol 


Beatty is 
Swift & Co 
handled by J 
Company, 


advertising 

The ac 
Walter 

Chicago 


count ots 
Thompson 


“Boston Herald” Book Fair 
To Be Held Oct. 21-26 


The fourth annual Herald Book 
Fair to be staged at Boston Garden 
Oct. 21-26, will be enlarged to be- 
come a New England Book Fair, 
sponsored by the Boston Herald 
and book sellers of all New England 
states. Previously it has been spon- 
sored by the Herald and Boston 
book sellers. 

At first staged in Boston Public 
Library, this event became so popu- 
lar that it was last year switched 
to Boston Garden where 50,000 per- 
bought tickets of admission 
It will be under the general direc- 
tion of Robert Choate, assistant gen- 
eral manager of the Herald-Trav- 
eler, assisted by William G. Gavin, 
his assistant, and a committee of 
New England book sellers 


SOnS 


Warner Joins Waters 


Oscar S. Warner, formerly with 
Apparel Arts, has joined Norman D 
Waters & Associates, New York. He 
is in charge of men’s wear adver- 
tising 


Two Appoint Jasper 


Clix Slide Fastener Company and 


Alfen Specialty Company, both of 
New York, have placed their ac- 


counts with Jasper, Lynch & Fishel 
New York 


Fairfax Appointed 

H. W. Fairfax Advertising Agency, 
New York, has been appointed to 
direct advertising of Scarsdale Cha 


teuux, a new apartment develop 
ment at Searsdale, N. Y William 
G. Jorgenson, vice-president, is th 
account executive 


Be sure to see histuric Philadelphia 
—stay at the Bellevue—one 
of the few world famous hotels 


in America. The Bellevue |S 
Philadelphia. Reasonable rates 


BELLEVUE 
“ioe STRATFORD 


Restaurant 
snows" IN PHILADELPHIA 
CLAUDE H. RENNETT, General Manager 
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Grade Labels Not 
Accurate, BBB 
Study Indicates 


(Continued from Page 1) 


ferent kinds of canned fruits and 
vegetables sold by a consumer co- 


operative retail store under the 
Co-op brand label 46 per cent of 
the items in this group tested a 
lower grade than that designated 
on the label. In this group were 
13 cans: six of these were lower 


grade than the label, two a higher 
grade, and five the same grade. 

In a test of seven different kinds 
of canned fruits and vegetables, 
sold by a non-co-op store, consisting 
of 11 cans, two tested a lower grade 
than that designated by the label; 
one a higher grade; and eight the 


same grade. 
The grading tests were made by 
the Fruit and Vegetable Grading 


Division, Agricultural 
Service of the U. S. 
Agriculture. 

“The Boston Better Business Bu- 
reau does not contend that the re- 
sults of this limited investigation 
are decisive, nor that the same re- 


Marketing 
Department of 


sults would be obtained in a more 
extensive or different type of test. 
Nor does the Bureau condemn the 
idea of grade labeling of canned 
fruits and vegetables. Its conten- 
tion is that these tests indicate that 
the system of labeling Grade A, 
or B, or C, according to U. S. Stand- 
ards, has not been perfected, 
gardless of the good faith and inten- 
tion of those adopting or experi- 
menting with it,” says the Bureau’s 
bulletin. 
Of Doubtful Value 


The Boston Better Business Bu- 
reau contends that the only adver- 
tising and representations of qual- 
ity grade which should be on any 
label are accurate representations 
which are susceptible of proof and 
can be checked for accuracy within 
reasonable tolerance. Any other 
system will not be of value to con- 
sumers and business, in the opin- 
ion of the Bureau. 

“Co-op literature, including 
vertising, distributed by cooperative 
retail has stressed the al- 
leged value to consumers of label- 
ing according to U. S. government 
standards. Undoubtedly, the co-ops 
have adopted the program of label- 
ing canned fruits and 
according to U. S. Grades A, B, C 
in the belief that service to their 
members would be bettered by it. 
However, these tests indicate the 


stores, 


re- | 


ad- | 


vegetables | 


= has not yet been perfected 
to the point that all of the claims 
regarding labeling such as ‘elim- 
inates guess-work,’ are completely 
justified,” the bureau states. 

Kenneth B. Backman is manager 
of the Boston Better Business Bu- 
reau. 


‘Murray Launches Fall 
Bicycle Campaign 

The Murray Ohio Mfg. Co., of 
Cleveland, is launching a fall cam- 
paign on its latest line of Mercury 
bicycles, employing full color in- 
serts in American Bicyclist, Hard- 
ware Age, and Sporting Goods 
Dealer. This is the first time the 
company has used inserts in bi- 
cycle advertising. Direct mail will 
supplement the program. 

The campaign will be handled 
by The Bayless-Kerr Company of 
| Cleveland. 


Weck Names O'Connell 
Edward Weck & Co., Brooklyn, 
has appointed R. T. O’Connell Com- 
pany, New York, to handle special 
promotion of its line of shaving 
leqguipment in the beauty shop field. 


Goodman to Connell 


H. Goodman & Sons, Inc., Jersey 
|City, N. J., maker of Goody Curl- 
ers, has appointed R. T. Connell | 
Company to handle its advertising 
account. 


| 


At A Glance! 


Every week ADVERTISING AGE brings to 


you in the exclusive, copyrighted feature— 


"Index of Retail Activities in 81 Important 


Markets''—the bright spots in marketing. 


Based on total retail advertising volume 


in all newspapers in 81 key cities—listed city 


by city—the Index of Retail Activity shows 


gains or losses for the past three years 


right up to date. 


Cash in on this important contribution 


to successful marketing. 


Turn to 


page 


25 in this issue. Watch for it is every issue. 
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TO WAITT & BOND 


R. B. Donnelly, who has resigned as new 


products manager of Vick Chemical 
Company to become vice-president of 
Waitt & Bond, cigar company, in charge 
of sales, sales promotion and advertising. 


Lucky Strike 
Cancels Unusual 
Spot Programs 


New York, July 24.—Following 
confirmation of the report that 
American Tobacco Company. will 
undertake sponsorship of “Informa- 
tion Please’ when Canada Dry 
Ginger Ale, Inc., relinquishes the 
program in November, American 
Tobacco’s spot radio campaign for 
Lucky Strike cigarets was cancelled, 
it was learned here this week. 

Started April 1 over eight 
York City stations, Luckies’ novel 
spot drive embracing 22-minute 
transcriptions aired on the hour as 
many as 130 times per week over 


New 


some of the 62 stations on the 
schedule will be ended Aug. 3. All 
stations were given two weeks’ 


notice. 

A spokesman at Lord & Thomas, 
who conceded that there might be 
some connection between the ter- 
mination of the spot drive and the 
plan to sponsor “Information 
Please,” declared that the spot cam- 
puign had been very successful and 
had accomplished the job which it 
was designed to perform in less time 
than expected. It had been planned 
to continue the combined time 
signal - entertainment - commercial 
transcriptions for 26 weeks. The 
wind-up Aug. 3 will make the run 
(18 weeks. 


Other Radio News 


Modern Food Process Company 
will expand its Thrivo dog food 
show to a half hour on Sept. 15. 
The Moylan Sisters, youthful song- 
| birds, will be retained for the first 
half of the show, and Olevio Son- 
toro will star on the latter half for 
Philadelphia Scrapple. Heard over 
the Blue network of the National 
| Broadcasting Company at 5 p.m. on 
|Sunday, the account is directed by 
Clements Company. : 


Advance James Jewell 

James H. Jewell has been named 
manager of agency sales by West- 
inghouse Electric & Mfg. Company, 
Pittsburgh. This department is 
responsible for the company’s 
apparatus products sold through 
distributors. Mr. Jewell joined 
Westinghouse in 1922, and in 1939 
was made assistant manager of the 
agency sales department, the posi- 
tion he had held until his present 
promotion. 


Cooper Names Beeson 

The Cooper Corporation, Findlay, 
O., tires and tubes, has appointed 
Sterling Beeson, Inc., Toledo, to 
handle its advertising. Newspapers, 
business papers, direct mail and out- 
door will be used 


Appoints Woelfersheim 

William A. Woelfersheim has re- 
signed as division sales manager for 
Wilbert Products Company to join 
the staff of the Illinois Food Prod- 
ucts Company, Chicago 


ane ‘Home Storage Unit 
for Frosted Foods 


to Be Promoted 


(Continued from Page 1) 

In special copy appearing in “Ty 
Locker Patron,” Deep-Freeze 
stress cooperation with established 
commercial locker plants, point 
out that the locker renter can tal 
home a week’s supply at a tims 


\from his locker if he has a De 


| temperatures 


| 


Freeze in which to store it. 
Because ordinary refriger: 
are not cold eno 
to preserve the quality of qu 
frozen foods for more than a day 
or two, the locker patron now cin 
take home only enough food from 
his locker to last for that period of 


'time. The Deep-Freeze unit can be 


set to maintain zero or less at room 
temperatures up to 115 degr 


/and can be dial-controlled down 
|20 degrees below zero. 


A direct mail campaign of th:ce 


|pieces is being made available \ 


dealers, while display materi:ls, 
posters, signs, pamphlets, radio spot 
announcements, advertising mats 


_and cuts of several kinds have been 


prepared as additional dealer he 
How Enterprise Started 


The new enterprise is backed by 
Detroit automobile capital, and co- 
sponsor of the product with Mor- 
rison is R. E. Moore, vice-president 
of Bell & Gossett Company, heating 
equipment manufacturers. Morrison, 
a veteran automobile engineer, has 
been associated as consulting en- 
gineer with Bi-Flex and Dole Valve, 
has done independent work for 
Ford, Chrysler and Nash, and now 
heads the Deep-Freeze division of 
Motor Products Corporation. 

The two-barrel unit of Deep- 
Freeze, designed to provide added 
capacity, especially for farmers, 
will retail at $295. The refrigerat- 
ing unit in both single and double 
barrel sizes is a new type, in which 
the customary vacuum in the re- 
frigeration cycle’ is eliminated 
Deep-Freeze operates on back pres- 
sure—thus cutting power consump- 
tion drastically—according to the 
manufacturers. 

The unit is streamlined, and con- 
sists of an upright cylinder about 
the size of a barrel, with compres- 
sor housed under a small hood at 
the side. It is finished in white 
refrigerator-type surface with stain- 
less steel trimmings. The freezing 
cylinder opens at the top, barrel- 
like, in order to maintain the “well 
of cold.” In the door-opening type, 
the cold would pour out, engineers 
say. 


“Hospital Management” 
Names Coast “Reps” 


Hospital Management, 
has appointed J. A. Converse to 
represent it in Washington and 
Oregon with headquarters in Port- 
land, Ore. 

Other representatives named by 
the publication on the West Coast 
are Robert W. Walker, working ou! 
of San Francisco, and Wentwort! 
Green, located at Los Angeles 


Chicago, 


Dingman Joins Tenney 

DeWitt Dingman, formerly in the 
Eastern office of the Cincinnat 
Times-Star, has joined the New 
York sales staff of Tenney, Wood- 
ward & Conklin, newspaper repre- 
sentative firm. 


Kelly in New Post 

John M. Kelly, former city ec!te! 
of the Herald, Grand Rapids, Mich. 
and news commentator for a De- 
troit radio station, has been namec 
publicity director of the Grane 
Rapids Association of Commer: 
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NEWEST ADAPTATION OF DOUBLE COVER * 
PH OTOGRAPHIC REVIEW Wational National 10 - 
Sportsmen Sportsman 


OF THE WEEK r— 


CARTOONISTS DO GOOD JOB FOR SCHLITZ CURTIS HEAD HONORED 


€ , 


oe 


~ | oe a hal \ol fo do al d Picnic “a @ 


This latest application of the “double cover'’ technique not only utilizes the 
magazine cover drawing, but also its name as part of the back-cover adver- 
tisement. Use of the same technique, without repetition of the magazine name 
was reported in these columns earlier this year in connection with advertising 
of Wm. Wrigley Jr. Company and Beneficial Life Insurance Company. 


i 


TOASTMASTER SUPPLIES NEW DISPLAY 


[HE PEER THAT STADE MEELWAUAEE PANIOUS 


ees Unusual magazine spread for Schlitz, in which the work of half a dozen promi- Walter D. Fuller, president of Curtis 
- nent cartoonists is used to tell humorous stories about what not to do at a Publishing Company, receives the B. F. 
picnic. The most important ‘not,”’ of course, is not to forget the Schlitz. Goodrich Company award for “contri 


butions to the advancement of America’ 
from William Ganson Rose, director of 
special events for the rubber company, 


(0- HEAT WAVE? SANTA'S NOT A BIT WORRIED at ceremonies held at the New York fair. 


DOUBLE PURPOSE 


en- 
lve, 

for 

OW 

of 
ep- 
ded 
ers, 
rat- 
ible 
nich 

re- 
ted AA 
res- pa > bs A a \, 
mp- wh, rae | ; NA wt = Ay\ ‘y,. 4 
the The new Clip-Easel Westclox watch Rr... Bo” 4" yt f h\ 

which can be used either as a pocket | — \". nina 1 |, Basy Bh 

con- watch or a desk model, through a ye Wave 
bout leather-covered metal clip which can be ile 
rese snapped into necessary position. The 
+ at watch was designed by George W. Blow 
yn of DeVaulchier, Blow & Wilmet, and will The toastmaster snack bar shown here will bear a heavy load in the forthcoming 
ws sell for $4.95. merchandising campaign for new Toastmaster models. (Story on Page 4.) 
ain- 


Zing 
= NBC COCKTAIL PARTY DRAWS PROMINENT ADVERTISING MEN 
type, 

waa Monsanto Piastics 


* 


cago, 
e 
and 


Port- 


Readers of the August issue of Fortune will cool off, or get twice as hot, 
d by according to their temperaments, when they see this full-color Christmas ad 


“ast of Monsanto Chemical Company, plugging Vuepak for Christmas packaging. 


"PARENTS' " EXECUTIVES TAKE IN FASHION SHOW 
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These shots were taken at the mammoth cocktail party given by National Broadcasting Company to celebrate Niles Tram- 


~ mell's election as president, and Ed Kobak's return as vice-president. At upper left are Wm. Hedges of NBC, Mr. Tram 
mell, and W. A. Jones, president, Cities Service Oil Company. Upper right, a bevy of time buyers: Reggie Schuebel, Biow 
\ R. Leininger, vice-president in charge of advertising for Parents’ Magazine, Company; Eleanor Larson, Geyer, Cornell & Newell; W. A. Tibbals, Biow Company; and Linnea Nelson, J. Walter Thomp- be 
#5 « point across to the company's advertising representatives at the recent son Company. At lower left are Frank Mullen, NBC vice-president, and Sheldon Coons, executive vice-president of Lord 
‘tents’ fashion show. Left to right: Willis Osborne, Atlanta representative: & Thomas. In the center are two rarely-photographed agency men—Stanley Resor, president, J. Walter Thompson Com- 
“. Leininger; George Hadlock and Ed Fryk, Parents’ Chicago office; and Chet pany, and Harold McCann, president, McCann-Erickson, Inc. The two in the photograph at lower right are Allen Billings- 
Sloane, advertising promotion manager of the magazine. ley, president, Fuller & Smith & Ross, and William Reydel, Newell-Emmett Company. 
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H. C. WITHERS J. J. TAYLOR WILLIAM B. RUGGLES JOHN KNOTT LYNN LANDRUM V. H. SCHOFFELMAYER STUART McGREGOR 


Managing Editor Editor in Chief Assoc. Editor in Chief Staff Cartoonist Staff Columnist Agricultural Editor 


Pa 


Staff Business Analyst 


One of the outstanding editorial and news staffs of the American 
Fourth Estate is that of The Dallas Morning News . . . an insti- 
tution dedicated to highest journalistic standards more than a 
half century ago. Here is today’s nationally distinguished 


* * * * 
STAFF OF STARS 


ae , . oa 
SAM ACHESON WAYNE GARD * * * * DEWITT McMURRAY JOHN E. KING 


staff Writer staff Writer 


Washington Correspondent 


y T, 
semi-Weekly Farm News 


NEWSPAPER VALUES ARE BUILT 
THEY DON’T JUST “HAPPEN’”’ 


Pa 


0 “ is : 
r S N ROSENFIELD 
yy ayo The times now call for extra value. The manu- ‘Saaaauen Whee 


facturer of a good product does well in an era of 
price appeal to give the public extra values and to 
keep the quality up! 


To give Dallas the kind of newspaper that a city like Dallas ought to 
have ...one that Dallas can be proud of ...’The News has ever given 


its readers and advertisers extra values ... values beyond ordinary 


Ma 
CHARLES BURTON 


Book Editor requirements ... values that nobody demanded but which, of its own Sports Editor 
free will and pioneering spirit, it has always been glad to give. 
These Extra Values Mean Higher Cost Per Reader c 
But Here Are the Circulation Figures of Dallas Newspapers: | tr A 


i~<- 


ROBERT M. HAYES 
108,209 Daily Circulation | Chief, Fast Texas Bureau 


DALLAS TIMES HERALD 
At 
se) 89,724 Daily Circulation | 
" Per Week 


( Three Cents Per Copy) DALLAS JOURNAL 


At 
10¢ } 


Per Week _ 61,267 Daily Circulation| 


(Three Cents Per Copy) 


THE DALLAS MORNING NEWS 


WILLIAM M. THORNTON 


Chiet of Austin Bureau 


Weigh The Dallas News ... compare it with other newspapers in 
ALONZO WASSON Dallas and other leading cities. Look for the KX’ TRA VALUES! JOE E, FEE 


Austin Correspondent Chief, Central Texas Buresv 


; — 2 
=: : 4 
—" Texas’ Major Market Newspaper h 
Be John B. Woodward. Inc.. Representatives Vember: Basic Newspaper Group, Ine. 
Affiliates: The Semi-Weekly Farm News 33 The Texas Almanac / 
4 DAWSON — Radio Station WEAA (50,000 watts) CURTIS VINSON 


Mexico City Correspondent 
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